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Rough Proofs 


Logically enough, Vick Chemical 
is experimenting with the idea of 
invading the tooth powder field. 
People have colds mainly in the 
winter, but with a few notable ex- 
ceptions they wear their teeth all 
the time. 

Bo 


Pabst has put a real blue ribbon 
on the bottle of its favorite product. 
Hope this idea spreads to a few 
other advertisers — Gold Medal 
flour, for instance. 
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There’s really no cause for aston- 
ishment that Joe E. Brown, who 
used to boost Kellogg corn flakes, 
now toasts Post Toasties. After 
all, publicity is where you find it. 
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The Sales Executives’ Club of 
New York predicts substantial in- 
creases in volume for next year. 
When their men get the 1940 quo- 
tas, they can’t say they weren’t 
warned. 
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Nielsen says the best place for 
the radio commercial is not at the 
beginning but in the middle of the 
program. But too many advertise- 
ers are too familiar with the CAB 
ratings to wait that long. 
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Kissing the cook is a popular ad- 
vertising pastime these days, a cor- 
respondent points out. After look- 
ing over the models, most any 
reader would willingly agree to give 
the plan a trial. 


7, 3 FF 
A campaign is to be _ started 
shortly in this country in behalf of 
Norwegian codfish. But sympathe- 
tic Americans would be even more 


interested in hearing about the 
Finns. 

vvwy 
That “Getting Personal’ item 


about Wesley Nunn leading an Ok- 
lahoma alumni rally on the eve of 
the Northwestern game didn’t men- 
tion the score. Could it have been 
written by a Purple adherent? 
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If all the illustrations distributed 
at this time of the year by adver- 
users as “suitable for framing”’ 
were really framed, the sawmills 
would be working overtime. 
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rocter & Gamble is to sponsor a 
network show called “Against 
Storm,” but you will be sur- 
prised to learn that the P&G prod- 
uct to be advertised is not Ivory 
Snow. 
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Some Michigan growers object to 
idvertising tax on apple pro- 
on, thus qualifying themselves 
‘utomatically for election to mem- 


— ‘ip in the Apple Knockers’ 
lui 


the 
duct 
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Townsend, barred from the 
ir by the NAB code, starts talking 
t the “fangs of fascism.” One 
thing about the current situa- 
s the interesting new names 
in now call the opposition. 
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This Week reviews the great suc- 
“ess of your old friend Bill Benton 
public service at the University 
tf Chicago. But the alumni would 
‘ke to find out when he’s going to 
sive some attention to the football 
fam 


Copy Cus. 


Launch Qualitative 
Study of Magazine 
Readership Factors 


Trio of Agency Re- 
search Chiefs Supervise 
Project 


New York, Oct. 19.—Part one of 
a continuing study of the qualita- 
tive aspects of magazine readership, 
which bids fair to attract as much 
attention in advertising and pub- 
lishing circles as Life’s readership 
survey, was unveiled here this 
week by McCall Corporation. 

The investigation into who reads 
magazines and why, while spon- 
sored by McCall’s, was executed by 
three agency research directors. 
Additions to the continuing study 
are to be directed by other groups 
of agency research men. 

The authors of part one are D. E. 
Robinson, general manager and di- 
rector of research, Federal Adver- 
tising Agency; Frank R. Coutant, 
director of marketing, Pedlar & 
Ryan; and C. W. MacKay director 
of research, Kenyon & Eckhardt. 
Each explained one phase of the 
study. 


Ranking by Appeals 


Of major interest in the report 
is a ranking of 21 magazines in the 
order in which they are said to 
interest various types of women. 
The ranking was achieved by a 
complicated statistical formula, 
based on information gained from 
personal interviews with 5,267 wo- 
men in 39 states between May 5 
and May 30, 1939. 

Magazines included in the study 
are American, American Home, 
Better Homes & Gardens, Collier’s, 
Cesmopolitan, Good Housekeeping, 
Household, Ladies’ Home Journal, 
Liberty, Life, Look, McCall’s, Na- 

(Continued on Page 30) 


Newspapers Get 
Annual Message 
of Life Insurance 


Detroit, Oct. 19.—For the first 
time, newspapers will be the exclu- 
sive carrier of the “Annual Mes- 
sage of Life Insurance” Oct. 23-28, 
Joseph C. Behan, vice-president of 
the Massachusetts Life Insurance 
Company, and chairman of the 
committee in charge, announced at 
the opening of the Life Advertisers 
Association convention here. 

Mr. Behan said that while some 
newspaper space has been used in 
the past, this is the first time that 
the advertising had been concen- 
trated in them. Between 650 and 
700 dailies, covering every impor- 
tant market in the country, will be 
utilized, he said. 

Karl Ljung, Jefferson Standard 
Life Insurance Company, Greens- 
boro, N. C., was elected president of 
the Life Advertisers Association, 
succeeding John H. McCarroll, 


Bankers Life of Des Moines. 
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GOOD ADVICE 


AMERICA-— STAY NEUTRAL 


HERE IS THE 


BEST JAM 


TO GET INTO 


Effective use of a current theme features 


newspaper copy sponsored by Anna 
Myer's Pure Foods in the metropolitan 
New York area. (Story on Page 8.) 


Roosevelt Revolt 
Against Code 
Surprises NAB 


Washington, D. C., Oct. 20.— 
Elliott Roosevelt's announcement in 
Boston yesterday that he is resign- 
ing membership of his 10 Texas sta- 
tions in National Association of 
Broadcasters as a protest against 
its new code came as a surprise to 
the NAB, President Neville Miller 
said today. s 

Mr. Miller explained that he had 
exchanged views with Theodore W. 
Streibert, vice-president of Mutual 
Broadcasting System, of which the 
Texas State Network is an affiliate, 
and that Mr. Streibert reported that 
a satisfactory agreement had been 
reached with Roosevelt. The latter 
had agreed, Mr. Streibert said, to 
eliminate from his sponsored broad- 
casts any expression of personal 
cpinion on controversial issues. 

The Roosevelt comments have 
been sponsored by Emerson Radio 
& Phonograph Corporation, New 
York, over MBS three times weekly. 

In outlining plans for an address 
jon the NAB code over the CBS net- 
work on Oct. 22, Mr. Miller ex- 


'pressed the belief today that the! 


\“controversial issue” section of the 
code will result in “more discus- 
| sions of public matters, more de- 
bates and public forums, than at 
any time since radio’s inception.’ 
| The direct result of the NAB policy, 
he said, “will be to insure an im- 
| partial and unbiased presentation 
| of public issues since all represen- 
tative spokesmen will be accorded 
the opportunity to express tleir 
‘opinions, regardless of their finan- 
cial status.” 


‘Gripes’ of Media . 
Given an Airing 
by Agency Chief 


Space Buying Termed 
Impartial by Billingsley; 
Cites Improvement 


Chicago, Oct. 19.—Twenty of the 
newspaper’s “gripes” against the 
advertising agency were brought 
out into the open 
at the initial ses- 
sion of the 25th 
annual conven- 
tion of the Audit 
Bureau of Circu- 
lations today by 
Allen L. Billing- 
sley, president of 
Fuller and Smith 
and Ross, Cleve- 
land, and chair- 
man of the board 
of the American 


Association of A. L. Billingsley 
Advertising Agencies. Mr. Bil- 
lingsley assured his newspaper 


friends that their complaints are no 
more numerous than those of the 
magazine and business paper fra- 
ternity, and that in fact, all are 
singularly alike. 

His reply to the list of black 
marks placed against the agency 
score by some newspapers was that 
some could be exploded, others are 
the responsibility of the publisher 
rather than the agency, but that the 
leading agencies are genuinely con- 


cerned about the others and are 
making every effort to improve 
their methods, particularly space 


buying, so that they will be above 
reproach. 


Chief Complaints Listed 


Mr. Billingsley’s list of sources 
of dissatisfaction between agencies 
and media was as follows: 

1. Agencies prefer magazines to 
newspapers. Magazine schedules are 


a lot simpler for an agency to 
handle. 

2. Agencies prefer radio _ to 
newspapers. Agencies make more 


money from radio advertising. 
3. Agencies buy newspapers by 
formula—all morning papers—all 

(Continued on Page 27) 


| Last Minute News Flashes 


‘New Dentrifice Set for Promotion Debut 


|new 


New York, Oct. 20.—Plans for the merchandising of Dura Perl, a 
powder and paste dentifrice, were set in motion here today when 


| Berg Williams Corporation placed its account with Morgan Reichner & 


Co. 


The initial advertising test will break early next year. 


‘Nashua Sketches Expanded Role for Rayon 


New York, Oct. 20.—With the announcement in the current issue of 


=| The Saturday Evening Post of a new blanket made of rayon and wool, 


Nashua Mfg. Company today indicated it would push the new product 


warmer than one sold at $8.95.” 


Wilmington, Del., Oct. 


under way here Monday. 


aggressively and accentuate the fact that tests prove the rayon blanket is 
41 per cent warmer than a “widely sold $5 blanket, and 16.7 per cent 
A trademark figure of a kitten has 
been adopted to identify the product which is called Purrey. 
at $5. Anderson, Davis & Platte has the account. 


du Pont Launches First Test on Nylon Hose 


20.—The first actual test campaign for 
du Pont’s widely discussed Nylon hose, made of synthetic silk, will get 
Local department stores will offer the hose 
in three styles at $1.15, $1.25 and $1.35 a pair. 


It sells 


Curb Merchandising Services, 
Advertisers Advise Publishers 


Suggest Efforts Be Limi- 
ted to Institutional Ac- 


tivity 


Chicago, Oct. 19.—Both national 
magazine advertisers and publish- 
ers agree that a large measure of 
the so-called merchandising service 
offered space users as a “plus” in- 
ducement is uneconomic, often in- 
effective and rapidly assuming the 
aspects of a serious evil. This is the 
conclusion reached by ADVERTISING 
AcE following an investigation of 
the subject completed this week. 

Advertising executives who par- 
ticipated in the discussions were 
responsible for the expenditure of 
approximately $10,000,000 in na- 
tional magazines in 1938, while 
publishers whose opinions were re- 
corded represent a monthly circula- 
tion of over 11,000,000. 

While most of the advertising 
managers deplored the lengths to 
which merchandising services have 
been carried, largely as the result 
of aggressive competition among 
publishers, a striking number as- 
serted they welcome the broader 
type of assistance which resolves 
itself into a promotion of advertis- 
ing as an economic force or the 
promotion of a specific medium. 


Not the Publisher’s Job 


The chief points registered by 
advertisers with regard to merchan- 
dising service may be summarized 
as follows: 

1. Merchandising service is not 
a responsibility of the publisher, 
who should concentrate his time 
and money on developing the best 
possible advertising medium. 

2. Merchandising service costs 
money. Ultimately all such expense 
must reflect itself in the rate struc- 
ture. 

3. The advertiser pays for such 
service whether he uses it or not. 

Reflecting the viewpoint of sev- 
eral of his fellow executives, one 
advertising manager of a food com- 
pany which spent over $1,000,000 

(Continued on Page 29) 


See Canada First, 
Dominion Urges 
Its Own Tourists 


Vancouver, B. C., Oct. 19.—Tak- 
ing advantage of the adverse ex- 
change which will make trips to the 
United States more expensive than 
heretofore, and of the fact that win- 
ter travel to Europe has been ended 
by the war, the British Columbia 
Travel Bureau will augment its ad- 
vertising in behalf of winter tourist 
business. 

Ordinarily a large number of 
business men of the prairie prov- 
inces repair either to the United 
States or France for winter vaca- 
tions, California and Florida divid- 
ing the domestic business. It is to 
this class that the government will 
appeal in its new campaign. Its 
efforts will also be supported by 
regulations regarding taking Cana- 
dian funds out of the country dur- 
ing the war. 

Plans for the campaign have been 
approved by Hon. W. J. Asseltine, 
minister of trade and industry. 
Newspapers will be the primary 
medium because of their flexibility. 
The railway advertising which has 
long been the backbone of tourist 
advertising will also be continued. 
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ADVERTISING AGE 


October 23, 1939 


Stock Exchange a 
Step Nearer First 
Advertising Drive 


Plans Nearing Comple- 
tion for Newspaper 
Campaign 

New York, Oct. 19.—The first 


institutional campaign in the 147- 
year history of the New York Stock 


Exchange may be undertaken 
within a few months, it was learned 
here today. Plans are nearing 


completion for a schedule of 13 full 
pages in newspapers in major cities, 
under the direction of the public 
relations committee of the Ex- 
change. 

For four years, the Exchange has 
been mulling an institutional drive 
designed to educate the public as 
to the services offered by the mar- 
ket. Numerous agencies have made 
presentations without attracting the 
interest of Exchange executives, 
but several weeks ago a program 
was submitted by an agency not 
previously connected with financial 


advertising which may lead to the 
inauguration of a campaign. 

The Exchange has not committed 
itself to advertising as yet, nor has 
it appointed the agency whose pres- 
entation has attracted attention. 
However, the public relations com- 
mittee has authorized a canvass of 
members to determine whether 
funds will be made available. The 
present plan is for most of the cost 
to be borne by individual member 
firms, with the Exchange itself to 
pay a relatively small share as well 
as sponsoring and supervising the 
advertising. 


Await Members’ Support 


A member of the committee told 
ADVERTISING AGE here today that it 
will probably be a month or more 
before it can be determined whether 
member firms will display sufficient 
enthusiasm for the program to as- 
sume the financial burden, and 
whether the governors of the Ex- 
change will vote to participate. 

He emphasized that present plans 
are still nebulous, but admitted that 
the agency whose plan has caught 
the fancy of Exchange executives 
has been authorized to solicit mem- 
ber participation. No other agen- 
cies have been granted the same 
privilege. 

The Exchange’s only previous ex- 
perience with paid advertising was 


three years ago. At that time, 100- 
line copy in 350 newspapers was 
used on a one-time insertion basis 
to announce that a free booklet de- 
scribing the facilities and purposes 
of the Exchange was available. 

The only other precedent for 
advertising now planned occurred 
during the last war when the insti- 
tution joined in advertising to pro- 
mote the sale of Liberty Bonds. 
This was regarded solely as a 
patriotic gesture, since no mention 
was made in the copy of the facili- 
ties of the Exchange. 

Although it has been suggested 
from time to time that the market 
place break its policy of staid 
silence, one of the most encouraging 
signs of a shift in sentiment came 
last spring when rules governing 
advertising by members were lib- 
eralized. The result of that modifi- 
cation has been an increase in bro- 
kerage copy, although the trend has 
not become as pronounced as the 
public relations committee had 
hoped. Fenner & Beane, and Sher- 
son, Hammill & Co. are two houses 
which have taken advantage of the 
liberalized rules. 


Ruthrauff & Ryan Named 


Jacob Ruppert Brewery, New 


| York, has appointed Ruthrauff & 


Ryan, New York, to handle its ac- 
count, effective Nov. 15. 


The PICK of EXPORT ORDERS.. 


NEW EMPHASIS 


There's a ‘40 model 


in FINANCING, too! 
Preferred Buyers Plan 


the new way to buy «new car ate new low cost 

now brings you two 

exclusive features 
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THE CFC POLICY OF GUARANTEED CUSTOMER PROTECTION | 
Read These 7 Big Buyer Benefits it 


ts made 


) Pobeves are deh vered to you 5 60 devs gece sllowed during 
term of contract, 90 days of 
whuch can be ward on any one 

instalment after the first 


(b) All insurance repair work by 


authorued dealers using fac 


© Redemption period — 10 days 
allowed when repnsseswon (rare 
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ty necessary ) 
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Me ether plan protects pow mare 
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GENERAL FINANCE CORPORATION 


cHIicaGo ANDOVER 202 


64 WEST LAKE STREET 


OME OF AMERICAS CLOEST AMD LARGEST AVTOMOSNE BANKING COmPamies 


General Finance Corporation emphasizes 
a greatly liberalized policy of dealing 


| with time-buyers in this fall newspaper 


Stanley Pflaum Associates, Chi- 
cago, is the agency. 


RCA to Promot 


copy. 
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Steinway Adopts 
Informal Theme in 
New Piano Drive 


(Picture on Page 31) 


New York, Oct. 19.—Emphasizing 
the trend toward smaller and 
lower-priced pianos, Steinway & 
Sons will concentrate its fall ad- 
vertising activities on the promotion 
of a new, compact instrument with 
copy that will represent a striking 
departure from the traditionally 
dignified Steinway technique. 

Typical of the new series of in- 
sertions, which will appear in 
newspapers and magazines, is one 
layout which features “The Story 
of a Steinway —an Authoritative 
Narrative Told by a Father.” The 
tale is packed with human interest 
and traces the personality develop- 
ment of “an aggressive, literal- 
minded” little boy who, thanks to 
the character-molding influence of 
a piano, grew to young manhood 
possessing a vastly improved per- 
sonality. 

Layout Is Pictured 


The layout is largely pictorial 
with the actual narrative confined 
to a comparatively few words. Suc- 
ceeding insertions will develop the 
piano - for - personality theme fur- 
ther. Full-page space will be used 
in Life, starting next week, with 
two-column space also scheduled 
for four newspapers. The latter 
copy will be confined to describ- 
ing the merits of the new instru- 
ment, known as_ the Sheraton. 
These include a minimum price of 
$495, the lowest in Steinway his- 
tory, a total height of 40 inches, 


a . against 55 to 62 for the old style |) ™é 
Bris. Juvenile Records, uprights, and a choice of different 7) ed; 
i. ° woods at a slightly advanced price. | 7 " 
—_ | Electronic Toys Another new development in : P 
a e —_ our. KY, Camden, N. J., Oct. 18.— Initial | Steinway merchandising was the |] ‘er 
4 announcement this week in news- 


EVER BEFORE was opportu- 

nity greater than today for 
manufacturers with saleable prod- 
ucts ... to cash in on crying needs 
of Latin American countries and 
other nations not at war. Your 
prompt action now will help you 
get the most desirable, the most 
profitable orders ... will help you 
intrench yourself solidly for fu- 


ture sales. 


History is repeating itself! Dur- 
ing the last war, American ex- 
ports zoomed 2 to 6 times the pre- 
war average. More important, be- 
tween 1920 and 1938, America’s 


share of world business was great- 


ACT NOW! 


25 years ago, there were few 
good exporters, knowledge of the 
export technique was vague, au- 
thentic information was hard to 
get. Today, America is geared 
properly for this business. 

The four “B.P.I.C. export pub- 
lications can render valuable help 
to you during these hectic times. 
They can help you “hang your 
sign” throughout the peaceful 
part of the world. They can give 
you complete sales coverage of 
foreign lands where money is 
plentiful. They can help save you 
months of precious time in mak- 


ing known your offerings to buy- 


NOW READY... 
International Confi- 
dential Bulletin 


No. 21 
These bulletins are a FREE 
information service especially 
prepared and offered by *B.P.1.C. 
to American firms with export 
interests. Bulletin No. 21 high- 
lights a number of pertinent 
factors important to exporters. 
They include: (a) a common- 
sense discussion of the outlook 
of the Pittman Neutrality Act; 
(b) a brief of a *B.P.1.C. spe- 
cial report on Chile’s 1'/4 bil- 
lion peso upbuilding program; 
(c) a discussion of the varied 
outlook found throughout the 
British Dominions; (d) a break- 
down of Argentina's most recent 
import lists; (e) some straight 
thinking on the Latin-American 
export outlook. This last min- 
ute news bulletin contains in- 
formation important to all Amer- 


consumer advertising for RCA Mfg. 
Company’s new lines of children’s 
records and toys will break in 
magazines later this month. The 
records will also be promoted over 


a radio program. 

Twelve new sets of recorded 
music and stories have been added 
to the RCA Victor children’s record 
catalog. Such familiar characters 
as Ferdinand the Bull, Little Black 
Sambo, Winnie the Pooh, and the 
Bumblebee Prince are featured. 

Pre-Christmas issues of American 


promoting the children’s records as 
well as the new portable RCA Vic- 
trola, which has been reduced to 
its lowest price in history, $9.95. 
The records will also be featured on 
the RCA Victor “The Music You 
Want” programs, aired over 56 out- 
lets of the National Broadcasting 
Company. 

RCA's toys, first marketed earlier 
this year, will be advertised in 
American Boy, Boy’s Life and Par- 
ents’. Products in the line include 
a sound effect kit by which children 
can reproduce the same grounds 
used in regular broadcasts and the 
Electronic Lab, which enables boys 
to build their own receiving sets 


and perform a variety of electrical 


paper space that the venerable 
piano maker, heeding the expanded 
public interest in recordings, has 
entered into the retailing of records 
and radio-phonograph combinations 
at Steinway Hall here. Spokesmen 
expressed the opinion that the re- 
sulting increased customer traffic 
will have a favorable effect on 
piano sales. N. W. Ayer & Son is 
in charge of the account. 


Edison Issues Survey 


Home and Parents’ will carry copy | 


Edison Electric Institute, New 
York, has issued a statistical survey 
of air conditioning installations cov- 
ering 141 electric utility companies 
in the United States. It is believed 
to be the first of its kind to be 
broken down into analyses of in- 
dividual companies by business 
classifications. Among the evidence 
disclosed is the fact that industrial 
plants in certain industries are find- 
ing air conditioning important to 
successful operation. Heaviest users 
are candy manufacturers, with 
printing and lithographing plants 
ranking second. 


“Tribune” Forum Planned 
President and Mrs. Franklin D. 
Roosevelt and Mayor F. H. La- 
Guardia of New York will be among 
the more than 50 public figures who 
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H... on Mount Palomar, 
in California, a marvelous creation 
is nearing the day wrien it enters the 
service of mankind. 


It is the greatest telescope ever 
made. It will enlarge man’s knowl- 
edge of his universe, widen his com- 
prehension of it, increase his mas- 
tery of it. 


This glass giant is, fundamentally, an 
extension of man’s eyes—just as all 
devices employed by man are extensions 
of elementary human faculties . . . vehi- 
cles of land, sea, and air, extensions of 
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FROM LIFE’S COVERAGE OF WORLD WAR I! 


his limited powers of locomotion .. . 
telephone, telegraph, and radio, exten- 
sions of his voice and hearing . . . tools 
and countless machines, extensions of 
his hands. 


FE REPORTS THE FLOWERING OF AMERICAN ART 


In its own field, LIFE Magazine, too, 
May justly be considered a newly in- 
vented extension of basic human facul- 
ties . . . of man’s faculty of seeing—of 
being able to move from place to place— 
and, above all, of comprehending the 
World he lives in! 

The LIFE idea has wedded the amazing 
fecording precision of the modern news- 
‘amera and vivid reportorial skill . . . to 
Produce, in picture and word, a new 


kind of pictorial journalism .. . to 
make of the news-camera an eye with 
a brain! 


LIFE COVERS POLITICS 


This unique kind of journalism now 
offers many millions of readers vital, 
stimulating information about the many 
worlds with which man concerns himself. 
Astronomy and medicine . . . art and 
literature . . . fashions and politics... 


FROM A LIFE ARTICLE ON SCIENCE 


hobbies and industries . . . economics and 
entertainment ... war and peace... all 
things that touch and shape our lives 
are made to make more sense to more 
people, in the fascinating pages of LIFE. 


Beyond doubt, America wants this 
new-age journalism. Inthree brief, brilliant 


FROM LIFE’S MOVIE DEPARTMENT 


years of existence, LIFE has soared toa 
circulation of more than 2,400,000... 
rocketed to first place in total weekly 


audience reached—actually more people 
than ever before read any magazine.* 


This phenomenal public enthusiasm 
for LIFE signifies two things: 
FIRST: It vindicates impressively the 
basic belief LIFE’s Editors held from the 
first in the vigorous, intelligent appetite 
Americans have for real news about rea/ 
life. 
SECOND: It means that America now— 
in LIFE—is equipped with a medium such 
as it never before had for carrying de- 
pendable, undistorted, graphic informa- 
tion to many millions of Americans! 


* 18,200,000 audience each week—sci- 
entifically established, and presented in 
Report No. 2 of the Continuing Study of 
Magazine Audiences. 
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ABC Adopts Plan 
to Liberalize 


Publicity Rules 


Carson and McLean 
Elected Directors at An- 
nual Meeting 


Chicago, Oct. 20—The festive 
spirit which marked the opening of 
the 26th annual convention of the 
Audit Bureau of Circulations yes- 
terday was again in evidence at the 
general session which concluded the 
convention this morning. The meet- 
ing confirmed in jig time resolutions 
offered by the committee headed 
by B. C. Duffy, of Batten, Barton, 
Durstine & Osborn, New York, after 
it had heard reports from the di- 
visional meetings held yesterday, 
and adjourned in less than one 
hour. 

James C. Carson, H. J. Heinz 
Company, Pittsburgh, was elected a 
director for two years, succeeding 
J. W. Dineen, General Motors Cor- 
poration, Detroit. W. S. McLean, 
Fisher Body Corporation, Detroit, 


was elected for one year, also rep- 
resenting the advertiser division. 
All other directors were re-elected 
and they quickly re-elected present 
officers of the Bureau, headed by 
P. L. Thomson, Western Electric 
Company, New York, as president. 


List of Directors 


The directors who succeed them- 
selves for two-year terms are: 

Advertiser division: F. R. Davis, 
General Electric Company, Sche- 
nectady; Evan Griffiths, Socony- 
Vacuum Oil Company, New York; 
John H. Platt, Kraft-Phenix Cheese 
Corporation, Chicago; G. R. Schaef- 
fer, Marshall Field & Co., Chicago; 
and Mr. Thomson. 

Advertising agency division: H. 
H. Kynett, Aitkin-Kynett Company, 
Philadelphia, and Mr. Duffy. 

Newspaper division: Harry S. 
Webster, Sun and Telegram, San 
Bernardino, Cal., representing Class 
4; J. Noel Macy, Westchester 
County Publishers, Inc., Yonkers, 
N. Y., representing Class 5; E. R. 
Hatton, Detroit Free Press, repre- 
senting Class 6. 

Magazine division: Phillips Wy- 
man, McCall Corporation, New 
York. 

Farm paper division: Fred Bohen, 
Successful Farming, Des Moines. 

Business paper division: Paul I. 


% 
* 
; % 


AGENCY MEN AT AUDIT BUREAU CONCLAVE 
FOLLIES {2 Roemer 2 peep 


Some of the agency men who attended the Audit Bureau of Circulations meeting are (left to right) seated: Ross Gamble, 

Leo Burnett Company, and John Benson, president of Four A's. Standing: A. R. Callies, Ruthrauff & Ryan; J. B. Shuman, 

Campbell-Ewald Company; C. W. Fisher, Buchen Company; H. H. Kynett, Aitkin-Kynett Company; B. C. Duffy, Batten, 
Barton, Durstine & Osborn; Allen L. Billingsley, Fuller & Smith & Ross, and William A. Fricke, of Four A's. 


Aldich, National Provisioner, Chi- 
cago. 

Chief of the resolutions which 
were adopted was one amending 
the publicity rules of the Audit 
Bureau. All of the division meet- 
ings had recommended such a re- 


*744,000,000 MARKET 
WRAPPED UP FOR YOU 


N, MELANCHOLY DAYS in Detroit this bright, 
erisp fall. Business is bristling along many lively 
fronts! New cars are rolling off production lines 
and factory payrolls are mounting. Retail sales in 
the city proper total 83600,000,000 annually and 
there are additional sales of 8144,000,000 in the 
outhing treading area. This ix more than half of the 


total retail sales in the entire State of Michigan! 


Detroiters, whe led the nation in the value 


of new homes built in T9S8. already have spent 


S27. 500.000 in residential construction this vear 


—and are still going stronger! All of the signs say: 
“hven brighter and better days ahead for Detroit.” 

This great 8711.000,000 market is wrapped 
up for you in The Detroit News, the leading news- 
paper of America’s fourth trading area. With the 
largest city and trading area circulation of any 


° « 
Detroit newspaper, The News reaches 63" per cent 


New Yorks 1 A. KLEIN, Ine 


of all Detroit homes taking any newspaper regu- 
larly. 76 per cent of the city and suburban cireula- 
tion of The News is home-delivered. This means it 
is the buving guide for the millions spent each vear 


in growing and going Detroit! 


CONCENTRATION 


The established Detroit market vithin a radius of w 


miles from dountoun Detroit eortstats of six Vic hivean 
In these six 


000 people, or 1 


countios countios reside more than 2.400 


of the total population of Wichigan 
tsk THE NEWS 


IN) YOU TE TOLD DETROIT: 


The Detroit News 


THE HOME NEWSPAPER 


Chicago: J. F Ltt7 


vision, that by advertisers indicat- 
ing that “liberalization of the pub- 
licity rules would encourage in- 
creased use of audit reports and 
publishers’ statements or reproduc- 
tions thereof as publishers’ promo- 
tion material.” The changes were 
based on recommendations by a di- 
rectors’ committee headed by John 
H. Platt. 


Publicity Rules Revised 


The convention also took favor- 
able action on a resolution provid- 
ing for a new break-down of mul- 
tiple-year subscriptions. The reso- 
lution was referred to the board 
of directors with the recommenda- 
tion that the board refer them to 
| the committee on circulation rules 
and methods for further study. 

The various divisions manifested 

| considerable disagreement on this 
| resolution. Advertisers favored re- 
| porting long-term subscriptions 
under three heads: For two years 
or more, but less than three years; 
|for three years or more, but less 
than five years; for five years or 
more. Agencies favored amplifica- 
tion of the item now reading, “For 
two years or more,” as follows: 
| “For two years or more, but less 
than five years.” The magazine di- 
vision favored making long-term 
subscription rules more definite, but 
suggested that the problem be re- 
ferred to a committee to work out 
a formula to be approved by that 
| division before final action was 
taken. 

The business paper division rec- 
ommended that the paragraph be 
left in its present form. 


Visual Plan Recurs 


The advertiser division reaffirmed 
its belief in utility to the buyer of 
some plan of visualizing newspaper 
| circulation on publishers’ statements 
and recommended that the subject 


discovered. 


nizing that the subject is under 
study by a committee appointed by 
|the board, passed the resolution to 
| the directors without comment. 

| The advertising agency division 
| voted against a proposal to revise 


be kept open by the board of direc- | 
tors until a satisfactory solution is) 


The resolutions committee, recog- | 


the method of business paper re-| 


newal subscriptions by substituting 
accounts on one issue holding it in- 
adequate. The resolutions commit- 
tee referred this resolution to the 
board without comment. 

The magazine division favored 
|retention of the contest subscrip- 
tions rule in its present form, and 


this resolution was also referred to 
the board without comment by the 
resolutions committee. 


Referred to Directors 


The resolutions committee also 
referred to the board a resolution 
originating in the agency division, 
as follows: 

“Resolved, that the advertising 
agency division requests the board 
of directors to consider a rule to 
separate magazine combinations 
and magazine-newspaper combina- 
tions on magazine audit reports; 
also to separate catalog and news- 
paper subscriptions agencies and 
other publishers’ sales.” 

Two resolutions on gift subscrip- 
tions were also referred to the board 
without comment. One, from the 
farm paper division, expressed op- 
position to any change in the pres- 
ent rules unless the farm papers 
were first given an opportunity to 
discuss the change. The magazine 
division authorized its representa- 
tive on the board to appoint a com- 
mittee of publishers to discuss the 
proposal, provided the director feels 
that such a committee would be 
helpful. 

The resolutions committee 
adopted a resolution lauding the 
services of Howard W. Stodghill, 
who recently resigned as a director 
after eight years of service because 
he felt that as publisher of the At- 
lanta Georgian & Sunday American 
he was ineligible. The resolution 
praised his devotion to principle, 
recited his contributions to the 
Bureau, and expressed “profound 
appreciation of Mr. Stodghill as a 
gentleman, an outstanding news- 
paper man, and as a member ever 
interested in furthering the true 
purposes of the ABC.” 


Bristol-Myers Folder 
Aids Syphilis Drive 

Bristol-Myers Company has 
mailed all dentists in this country a 
folder containing several photo- 
graphs designed to aid members of 
this profession in checking oral 
manifestations of syphilis. 

The company has issued this 
folder as institutional, rather than 
direct promotion, and it is hoped 
that it will be of some value in the 
anti-syphilis war. 


Names Calkins & Holden 
Principal Productions, Culver 
City, Calif., has appointed Calkins 
& Holden, New York, to direct its 
account. National advertising 1s 
planned for “Our Town,” 1938 Pu- 
litzer prize play, which goes into 


| production in November. 
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70,000 builders a month 
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* increased Rates and Guarantee in effect Nov. Ist, 1939 


AT MINIMUM COST 


AUGUST . 
SEPTEMBER 
OCTOBER. 


AVERAGE . 


CURRENT CIRCULATION 


MODERN 
SCREEN 


639,916 
661,332 
650,000 


650,416 


SCREEN 
ROMANCES 


216,984 
220,576 
245,000 


227,520 


MODERN 
ROMANCES 


613,356 
650,456 
640,000 


634,604 


MODERN 
MAGAZINES 


1,470,256 
1,532,364 
1,535,000 


1,512,540 


MODERN MAGAZINES 


MODERN SCREEN +« SCREEN ROMANCES « MODERN ROMANCES 


The Widelle Class Group 
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‘Ty’ in ‘Oranje’ 
Means ‘Juicier’ to 
Florida Growers 


(Picture on Page 31) 


Lakeland, Fla., Oct. 18.—Confi- 
dent that Florida’s new maturity 
laws, insuring a better quality of 


crop, will lend a helping hand to its | 


drive, Florida Citrus Commission 
revealed plans this week for a 
three-way drive on oranges, tan- 
gerines and grapefruit, scheduled to 
start at the end of the month. 

The Commission’s efforts will be 


l 
| paign is the use 


of two distinctly 
different types of layout for the 
crange advertisements—300 to 500- 


| line insertions for special news and 


confined to newspapers this season, | 


with 231 papers on the schedule. A 
distinguishing feature of the cam- 


holiday copy and a steady barrage 
of smaller copy on women's pages. 
As a stopper, the idea of spelling | 
oranges with a “j” in the Commis- | 
sion’s slogan “Florida oranges are 
juicier,” has been retained. Grape- | 
fruit copy will reiterate the idea | 
that “grapefruit is so good for you 
in so many ways that you should 
eat and drink a lot of it.” 
Expectation of good sales thi: 
winter is bolstered by the prices 
which initial shipments of the new 


| crop are bringing on the New York | 


auction market, reportedly the best 
in five years. Arthur Kudner, New 
York, is in charge of the campaign. | 


— 


Paper Company 
Offers Cash to 
Church Societies 


Minneapolis, Oct. 19.—The Rap-in- 
Wax Paper Company has extended 
a vote of confidence to the Goodwin 
Plan, which agitated the advertis- 
ing field several years ago, by 
adopting the salient feature of that 
idea. The local company is enclos- 
ing coupons with its product which 
may be redeemed for cash by “your 
church society, ladies’ auxiliary or 
other organization.” 

The plan amounts to a cash re- 
bate totaling about 15 per cent of 
the retail sales price. The coupon 
is worth one cent in the Rap-in- 


any National Magazine! 


In Portland, The Family Circle is read in 55% more homes than 
any woman’s service magazine, 31% more than any national 
weekly magazine. And Portland is only one of twenty Pacific 
Coast cities in which The Family Circle has more readers than 


any national magazine! 


With its 1,400,000 readers automatically selected from among 
active housewife-shoppers, and concentrated in and around im- 
portant urban markets. . 
chain groceries located mostly in big cities . . . The Family Circle 


provides extra sales-stimulating power for any campaign designed 


Wax junior rolls; three cents in the 
senior rolls and six cents in the de- 
partment store rolls. 

“This coupon will be redeemed 
in cash only, when sent in by a 
duly authorized officer of a church 
society or other ladies’ auxiliary,” 
the coupon explains. “Void and not 
subject to redemption in or from 
Kansas, Montana, Nevada or other 
state where the issuance and re- 
demption of premium tokens is re- 
stricted, taxed or prohibited.” 

The buyer is instructed to save 
the coupons until they represent 
a value of $1 or more. The offer 
expires Nov. 30, 1941. 


Mailings Adds Lehman 


Robert H. Lehman has joined 
Mailings, Inc., New York. 


,. Ee 


RE an eG ais 


MORE readers than 


. because it is available 


to sell a product a housewife can use. 


The cost is low . . . only $2800 a page. . 


campaign of 13 full-page advertisements. . 


customer-families . . . in your best markets. 


THE FAMILY CIRCLE 


“Every reader a customer” 


NEWARK NEW YORK 


CHICAGO 


. to reach 1,400,000 


Circulations of lea 


ding magazines in 


Portland, Ore. 


THE FAMILY CIRCLE 23,450 
Women's Service Magazines 
Woman's Home Companion 15,124 
McCall's 13,966 
only in large Ladies’ Home Journal 12,675 
Good Housekeeping 11,567 
Weekly Magazines 
Liberty 17,950 
Collier's 15,826 
Saturday Evening Post 15,720 


. or $36,400 for a full year’s 


In the following Pacific Coast cities of 


25,000 population or more, The Family 


Circle goes into more homes than any 
national magazine. 


Alameda San Bernardino 
Bakersfield San Diego 
Berkeley San Francisco 
Everett San Jose 
Fresno Santa Barbara 
Oakland Santa Monica 
Portland Seattle 
Riverside Spokane 
Sacramento Stockton 

SAN FRANCISCO Salem Tacoma 

Stes 


ja new 


Noxzema Back in 
Newspapers for 


Concentrated Drive 


Baltimore, Md., Oct. 18.—A re. 
turn to newspapers, from which it 
has been absent since 1937, plus a 
heavy radio schedule this week sig- 
nalized the start of Noxzema Chem- 
ical Company’s most concentrated 
campaign in several years. 

With copy running in key cities, 
the Noxzema schedule will reach 
its peak in the near future when 400 
newspapers carry the announcement 
of Noxzema’s “anniversary offer”’ of 
a 75-cent jar of Noxzema medicated 
skin cream for 49 cents. The drive 
will continue until the end of the 
year, with a total of 2,200 lines of 
copy scheduled for most newspa- 
pers. 

The newspaper insertions are 
characterized by detailed explana- 
tions of the cream’s many uses. 
Consumer testimonials support its 
effectiveness for clearing up exter- 
nal blemishes, softening chapped 
hands, supplying a satisfactory pow- 
der base and overcoming shaving 
irritation. Noxzema makes unusual 
use of a coupon in the layout by 
including one that has no intrinsic 
value, but which it advises readers 
to clip as a “reminder” of the ad- 
vertised offer. Ruthrauff & Ryan is 
the agency. 


Magazine Format 
to Be Adopted 
by ‘U. S. News’ 


New York, Oct. 19.—Adoption of 
format will transform the 
United States News from a weekly 
newspaper to a magazine, effective 
Jan. 1, 1940, it was announced 
today by Norman O. Mick, vice- 
president and advertising director. 

Explaining that the publication 
has been seeking a more convenient 
size for the past three years, in 
response to reader requests, Mr. 
Mick said the new size will be 
8% by 11% inches. The editorial 
policy will continue unchanged, 
with content confined to analysis 
and interpretation of news in na- 
tional affairs. Editorial headquar- 
ters will remain in Washington, 
DD. G 

Under its new format the maga- 
zine will continue to go to press 
on Friday and reach _ subscribers 
Monday morning. A new rate card 
has been issued making color ad- 
vertising available for the first time. 


Marketing Group to 
Hear Three Experts 


Recent merchandising develop- 
ments in department and variety 
stores, corporate food chains and 


| voluntary food chains will be diag- 


/ nosed by three speakers at the Oct 


25 meeting of the Chicago chapter 
of American Marketing Associa- 
tion. 

Speakers are D. J. Duncan, pro- 
fessor of marketing, Northwestern 
University; Andrew Duncan, Leo 
Burnett Company, and J. Sidney 
Johnson, advertising-merchandising 
director of Independent Grocers 
Alliance. 


Four Missouri-Illinois 


Stations Form Network 


| System, 


Broadcasting 
a new network comprising 
four stations, has been established 
with KWK, St. Louis, as the key 
station. R. T. Convey, KWK presi- 
dent, heads the new network. 

Other stations are KWOS, Jeffer- 
son City, Mo.;: WJBL. Decatur, III. 
and WTAX, Springfield, TI. 


Missouri - Illinois 


Two Join Bamberger 


Beth Holmes, formerly assist tant 
advertising manager of Fr: anklin 
Simon, has joined L. Bamberger & 
Co., Newark, as accessory cOPpy- 
writer. Nan Findlow, formerly with 


H. B. Humphrey Company, @5 
been named feature advertisiné 
director. 


Amos Ball Advanced 


Amos Ball, who has been genet. 
manager of sales for Standard \" 
Company of Indiana since 1926. has 
been appointed vice-president" 
charge of sales. He succeeds A!!@® 
Tackson, who will devote his t™ 
to special activities. 
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Women’s Cus 


GIVES GROCER 


Stomach Trouble 


Ln one of the New York suburbs, the Women’s Club 
decided that the local groceries were pretty sloppy. staged 
a contest for the best kept food store in town. The prize 
was a bronze plaque, and the Women’s Club trade. 

Henry Jones won in a walk. Henry ran a swell store, 
neat as a pin. He kept his windows simple, just a few 


items around the prize plaque; and threw away all the 


display material manufacturers sent him to put in his 
windows. And the Women’s Club members were buying 
broccoli, claret vinegar, and a lot of swell groceries. 


Henry won the plaque again for the second year. 
But by that time Henry was puzzled. The figures on Sat- 
urday night were falling off. Lots of the kids, and women 
who weren't members of the Women’s Club had stopped 
coming in. And Jake Romik, who kept a pretty punk 
store down the street, was doing a big business with the 
apartment house people who had lots of kids. Henry’s 
store had Stomach Trouble— not enough stomachs! 

So Henry put away the bronze plaque, gave his 
windows back to cornflakes, soap and soup specials. The 
Women’s Club trade started dropping off, but the apart- 


ment house women dropped in oftener. And the cash 
register totals began picking up. 


oe, ee. 
23 


> 
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Nor THAT we have anything against club women. 
So many of them read this newspaper that we give them 
an editor of their own. And our trade includes as many 
swell people as any paper in town. But well fixed people 
don’t mean as much to the food business as well filled 
stomachs. Big eaters buy more than big incomes. 


If you’re suffering from Stomach Trouble in this 
market, the remedy is simple—a sustained course of 
Vitamin FD (Family Demand). You want the largest 
possible package of family circulation at the lowest cost. 
The Journal-American is just your prescription. 

It has more than 600,000 circulation, reaches more 
than a quarter of the families in the New York market. 
Sell one out of four families, and your line will never get 
overlooked by the man behind the counter. 

And it’s a family newspaper, going home to the 
family, with something in it for everybody in the family 
—especially the women and children. And on lively, fast 
moving, fast reading pages, your advertisement doesn’t 
get lost or overlooked either. 

The rate is $1.00 a line, for the largest evening cir- 
culation in America, in the best grocery market in Amer- 
ica. And $1.25 for more than 1,000,000 Sunday. 

We can’t promise bronze plaques. But if you want 
tonnage sales with high frequency, want to sell as much 
in this market as you might—get into the Journal- 
American, and stay there! 


new york Journal-American 


Represented nationally by: RODNEY E. BOONE ORGANIZATION .. 


DETROTI PHILADELPHIA PITTSBURGH BOSTON 


BALTIMORE 


. with offices in 


ATLANTA LOS ANGELES - 


SAN FRANCISCO .- SEATTLE 
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Give Your Cara 
‘Winter Coat’ Is 
Cities Service Plea 


New York, Oct. 18.—“Humane” 
treatment for automobiles is the 
theme of a new copy appeal intro- 
duced this week by Cities Service 
Company, which suggests a “win- 
ter coat” treatment for cars. The 
treatment is a five-point protection 
service for winter offered by com- 
pany dealers. 

Initial copy on the unusual ap- 
proach to the cold weather auto- 
mobile service problem broke in 
full-page space in The Saturday 
Evening Post, with a similar layout 
scheduled for Life. A newspaper 
campaign will follow shortly. 
Newspaper copy, however, will be 
placed cooperatively through Cities 
Service dealers. 

Tying up with the Cities Service 
radio hour, heard on the National 
Broadcasting Company Red net- 
work, magazine copy contains an 
offer of a 64-page football “dope” 
book. Grantland Rice, on the radio 
program, picks the week’s winners. 
Lucille Manners, singing star of the 
air show, does double duty by pos- 
ing in a warm fur coat to drama- 
tize the magazine insertions. Lord 
& Thomas handles the account. 


Neutrality Issue | 


i, 
—p 


SURVEY SHOWS FAVORABLE OUTLOOK FOR BUSINESS 


Provides Theme 
for Food Campaign 


(Picture on Page 1) 


Newark, N. J., Oct. 17.—Turning 
to patriotism for a copy theme, 
Anna Myer’s Pure Foods has under- 
taken a newspaper and outdoor 
campaign which employs the neu- 
trality issue to promotional advan- 
tage. The drive is being carried 
on in New York, New Jersey and 
Connecticut. 

Copy for Mrs. Anna Myer’s jams | 
and jellies is headlined “America— 
Stay Neutral.” The patriotic theme 
and the product story are linked by 
a picture of a jar of jam, along 
with this line: 

“Here is the Best Jam to get 
into.” 

Painted highway posters employ 
the same theme, with red, white 
and blue colors used. Window dis- 
plays, also in color, are being sent 
to dealers. Scheck Advertising 
Agency has the account. 


Plymouth, Chrysler 
Curtail October Copy 


outlook with that of a year ago. 


This map prepared by Brookmire Economic Service, New York, shows the spending trend by states and compares the current 
Attention is also directed to the most promising business cities. 


Plymouth Motor division and 
Chrysler Corporation have cancelled 
all newspaper copy for October. It 
has also been announced that Dodge 


Division will use no national copy 
during the month, although some 
cooperative copy may be placed. 
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This picture shows less than half the crowd at one 1938 ses=.0 


BIGGEST EVENT OF ITS KIND IN ST. LOUIS 
The Globe-Democrat Annual Cooking School 


. . Nor is there any comparable 


1939 Dates : ; 
There is nothing else in The 49th State Nov. 7 off a to — who seek 
comparable to this annual event. 8 ee nn 
; 9 
index to the tremendous influence 10 WHAT RETAIL DEALERS SAY: 


of The 


school. 


Sy, 


Globe-Democrat among women. 
Year after year, The Globe-Democrat packs 
one of the largest auditoriums in St. Louis, as 
women gather to hear and see the famed 
Jessie Marie De Both demonstrate Globe- 
Democrat-advertised products. 

Arrangements are well under way for the 1939 
Participation in this traditional event 


The Newspaper 


Retailers handling brands demonstrated at 
The Globe-Democrat Cooking School tell us, 
and will tell you, that they have to order 
extraordinary stocks to supply the demand 
created by the demonstrations, backed up by 
Globe-Democrat advertising. 


See our representatives early, or address in- 
quiries direct. 


Ls Gabe. Hew 


Luft, Wizard 
of Advertising, 


Dies in New York 


New York, Oct. 17.—George W. 
Luft, who shortly after the turn of 
the century created a furor in drug 
circles with the American Drug- 
gist’s Syndicate, and more recently 
was president of the cosmetic com- 
pany bearing his name, died in New 
York Hospital Saturday following 
an emergency operation. Mr. Luft 
was 68 years old. 

Born in Aurora, IIll., Mr. Luft 
received his early schooling in the 
Middle West and then entered the 
College of Pharmacy in Philadel- 
phia, from which he graduated in 
1904. He spent several years in the 
drug business before coming to New 
York to put into execution an idea 
which had been gradually crystal- 
izing in several daring minds, and 
epitomized by the American Drug- 
gist’s Syndicate. 

This organization was built on 
the theory that where one’s dollar 
is, the heart follows. Another con- 
ception was that the retail druggist 
is the key figure in the merchandis- 
ing of drug products, and that if 
his enthusiasm could be won for 
any line of products, success was 
inevitable. 

And so it proved, for a time, at 
least. The ADS was sstrictly a 
manufacturing organization, but it 
sold the country’s retail druggists 
enough stock to insure their sympa- 
thetic and unswerving interest in 
its welfare. The ADS _ produced 
everything from shoe polish to milk 
of magnesia, which was sold over 
the counter in stores from coast to 
coast bearing the ADS insignia. 
After some years, the Syndicate 
tended to languish, owing to a com- 
bination of many factors, including 
the development of both corporate 
and voluntary chains, more effective 
advertising by the proprietors of 
single lines or families of products, 
and others. 

Supposed to have emerged from 
the ADS adventure with ample cap- 
ital, Mr. Luft struck out on a new 
tangent, shortly turning up as presi- 
dent of the George W. Luft Com- 
pany, manufacturer of Tangee lip- 
stick and other cosmetics. Known 
as the color-change lipstick, Tangee 
introduced a new principle into the 
keenly competitive cosmetic field. 
Orange in color when first applied, 
Tangee soon takes on a special tint 
depending on the complexion of the 
user. This color, according to the 
advertising, is the one best suited 
to the special requirements of the 
wearer, and this appeal is said to 
have made Tangee the world’s larg- 
est selling lipstick. 

Mr. Luft had become fully aware 
of the power of advertising through 


his experience with ADS and in his 


new company acted as his own 
advertising director. He also found 
time to play an important role in 
the community life of New York 


PATRICK J. GRANT 

Buffalo, Oct. 19.—Patrick J, 
Grant, advertising agent for the 
Peterson Ointment Company and 
active for 45 years in the distribu- 
tion of druggists’ goods in Buffalo 
and Western New York, died at his 
home here this week of a heart at- 
tack. He was 68 years old. 


Earnings of 
Advertisers 


American Telephone & Tel. 


Report for the quarter ended 
Sept. 30 shows net income of $44,- 
632,874, compared with $35,304,107 
in the same quarter of last year 
This is an increase of 26.4 per cent. 
For 12 months ended Sept. 30, net 
income aggregated $176,137,907, 
compared with $156,741,291 for 12 
months ended Sept. 30, 1939. 


Libbey-Owens-Ford 


For nine months ended Sept. 30, 
net profit amounted to $3,902,516, a 
gain of 810 per cent over net profit 
of $428,705 for the corresponding 
period a year ago. 


Stewart-Wamer 


Net profit totaled $55,948 for the 
quarter ended Sept. 30, against net 
loss of $145,479 in the third quarter 
of last year. For nine months ended 
Sept. 30, net profit was $256,209 
compared with net loss of $538,889 
in the first three quarters of 1938 


Bayuk Cigars 

Report shows consolidated ne! 
profit of $1,296,083 for the firs 
three quarters of the year, a gait 
of 42.7 per cent over net profit o 
$908,038 for nine months ende 
Sept. 30, 1938. 


Lehn & Fink 


Net profit for nine months ende¢ 
Sept. 30 totaled $434,392, compare¢ 
with $356,467 for the like 19% 
period. This is an increase of 114 
per cent. 


Florence Stove 


Report for nine months ende 
Sept. 30 shows net profit of $770° 
304, against $469,136 for the fit 
three quarters of last year. 
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Clippings 


See what others are doing in your field 8 
Copy, Layout and Merchandising. ker 
newspaper tearsheets supplied des 

f Invaluable as a source ae 
Quickest and heape way of cn be 
what is going n in your market ” 


speed service Low rates 


Phone Worth 2-2847 


"WIDE WORLD CLIPPING SERVIC 
98 Park Place, New York 
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DO MEDICAL ADVERTISERS KNOW THE BENEFITS OF 


7 


tc | y MOU! 


7 NG |/REGULAR? | 


eee - 


M 


reg’ u-lar—formed or arranged according to 
some established rule; steady in course 
or recurrence; not subject to unexplained 
or irrational variation. 


reg’ u-lar’ i-ty—state of being regular. 


* When it comes to promoting “regularity” the average national advertiser in 

the medical classification does not believe in his own medicine. We mean, of MEDICAL ADVERTISERS SHOWED SIGNS OF 

course, the “regularity” in use of his product. “UNEXPLAINED VARIATION” IN 1938 
During 1938 the average medical advertiser appeared in The Daily Okla- 

homan 16 weeks in the year. Perhaps that indicates that newspaper readers Here is an analysis of national medical linage in The 

enjoy perfect health the other 36 weeks of the year. But health records indi- Daily Oklahoman during 1938. Usage here is typical of 

cate otherwise. In which case, during these 36 weeks the manufacturer of that in other U. S. cities of 100,000 or more. 

proprietaries suffers from “unexplained or irrational variation,” and needs some 

vital stimulant to restore circulation to his “profit stream.” Total national medical accounts ............ iit 
But are 26 tiny doses, each measuring 49 lines of newspaper advertising, AE TOE TE HPNNE + 2 22 904s = 

sufficient? Dr. Experience says: “You can’t judge the remedy until you use Average number advertisements per year per account 25.76 

it as directed.” Average number lines per advertisement........ 49.2 
In this case the instructions are clear: Use forceful newspaper advertising Average total linage per year per account ..... 1253.5 

large enough and often enough to induce “regularity.” 


@ This is one of a series of advertise- | 


ments sponsored by The Daily Okla. "SAME! DAVY ORLAMOPIAN © QRLAMOIIA CITY TIMES 


homan and Oklahoma City Times in 
the interest of a better understanding 3 


between advertisers, advertising agencies THE OKLAHOMA PUBLISHING ay COMPANY 
“a 
<2 


! 
"3 § OKLAHOMA 


ind publishers. 3 
| OKLAHOMA CITY % 


THE FarMe R-STOCKMAN # MISTLETOE Express *« WKY. OKLAHOMA City *#« KVOR, CoLorapo Sprincs *« KLZ, DeNveR (Affiliated Mgmt.) # THe Katz AGENCY, INC., REPRESENTATIVE 
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. | $776,000, according to the report of| the cereal company spent $36,437| cent with $48,092 and financial for SPOT EXPENDITURES 
Issues First Data N. Charles Rorabaugh, president of | for spot programs over New York | 4.6 per cent with $35,226. iin meneein 
the new statistical organization.| stations in July. During the same| National Radio Records was 1. General Mille. Inc $36.4n 
2 e During the same month, network | period, General Mills spent $177,-| formed last summer in an effort to o Senta & Gamble ici onan 
S f R d expenditures for the whole country|797 for network shows which| fulfill a need for spot statistics 3 A — 98 
on po a 10 in were $5,860,315, which means that | reached a national audience. comparable to those now available iain sar 
13.2 per cent as much money was| Procter & Gamble Company,| for other media. A research firm,| , go ter — roducts ... 27,30 
spent for spot radio in New York| which shared sponsorship of New| Forshew & Jacobus, tabulated the ? cony-Vacuum Oil 
ew or al ef alone as for national coverage via| York baseball with General Mills | statistics. Company ........... 21,50 
network shows. and Socony-Vacuum Oil Company,! Mr. Rorabaugh hopes to be able| 5: Bulova Watch Company 18,26; 
The first detailed analysis of the | ranked second in spot expenditures| to launch soon a regular monthly 6. North American a 
Rora ba ugh Gathers extent of spot broadcasting was| with $28,980. P & G spent $733,-| service with figures on the 52 major Accident Ins. Co..... 17,29 
ce lete Fi Cc made possible through the coopera-|673 for national network shows| markets of the country. This first| 7; Standard Oil Co. of N. J. 14,56) 
ompliere Figures WOVv- tio, of National Broadcasting Com-| during the same month. report, confined to a single market,| 2: “a tose 
i i any, Columbia Broadcasting Sys- In order to allow comparison| was intended to demonstrate the eoeecerone 96) 
ieee 14 Local Stations gg Mutual Broadcasting Sys- | with newspaper linage figures com-| feasibility of the idea and lay a 9. eee 10,00 
, tem, together with 14 local sta-| piled by Media Records, Mr. Rora-| groundwork for a regular service Mpany .---eeeees ’ 
waged NOUR, on. 18. — Supplying | tions. ‘The initial study was a|baugh classified radio advertising| on a national basis. 10. Postal Telegraph 
the rst actual evidence of the sample which is being distributed|in four groups — retail, general, The accompanying table shows Company tee ee ee eeee 8,718 
magnitude of spot broadcasting, | toe of charge to advertisers, agen-| automotive and financial. Cost fig-| listings for all national advertisers |11. Axton-Fisher Tobacco 
National Radio Records has com-| cies and broadcasters. ures quoted are gross expenditures | that spent over $5,000 in spot in the Company ........... 8,400 
pleted its first test study which which cover time payments only. |New York area during July. 12. Ex-Lax Company ..... 7,654 
reveals that national and local ad- General Mills First Jaeadiaittdiliaas 13. Bosco Company ....... 7,620 
vertisers spent more than three-| General Mills, Inc., which aired General Classification Leads Blair in St. Louis 14. Benrus Watch Company 6,64) 
quarters of a million dollars for| baseball games of the Dodgers, Retail spot expenditures of $167,- John Blair & Co. Chica . |15. Longines-Wittnauer 
: : . " go, radio 
spot programs over New York | Yankees and Giants during the past|771 made up 21.6 per cent of the| sation representative, will open an ere ere 6,642 
stations during July alone. season, was the heaviest user of | total. The general classification ac- | office in St. Louis Nov. 1, with J. c,| 16. Lorillard, P., Company 6,495 
Spot expenditures in the single|spot time. Largely by virtue of|counted for 67.6 per cent with/Hetherington, formerly with Inter-|17. Goodrich, B. F., 
market during the month were|baseball promotion for Wheaties, | $524,909; automotive for 6.2 per|national Radio Sales, in charge. a ee eee 6,240 
a a eels i aaa aimee iain eee eal 18. R.C. A. Mfg. Company. 6,249 
19. Borden Company 
(Pioneer Div.) ..... 5,980 
20. Consolidated Cigar 
«* COPPOTATION. scsccses 5,720 
21. Tide Water Associated 
auce Or the Goose Oil Co. ........e0ee. 


\s Sauce for the Gander 


.. SO HERE’S A CONTEST 


My Hor Advertising Menon) 
500 “CASH 


FOR THE BEST NAME DESCRIBING THE TERRITORY 
COVERED BY THE PRIMARY AREA OF OUR STATIONS 


ADVERTISING MEN have inflicted contests 
on the American public to such an extent 
that most folks now go to bed haunted 
by those words “FREE PRIZE.” There- 
fore, we're giving you a dose of your own 
torture. This contest is for advertising 
men and women only! 

Frankly, we're up against it. We need 
a mame accurately describing the com- 
bined primary areas of The Cowles 
Stations . . . a term such as “America’s 
Breadbasket.” Thus far we can't find it 

. . 80, we're asking your help. 

We'll tell you anything about this rich 
market you need to know—give you 
facts, figures and success stories to help 
you give us the name we want. Then, if 
you'll supply a punchy “monicker,” that 
pleases our judges, we'll remit with a 
check for $500.00. Get busy now .. . 


Check the map — study the facts! Write 
for more if you need ‘em. 


COLO. 


HERE ARE THE RULES ? MO. 
1. Contest open only to members of advertising 
agencies and sales and advertising departments 
of radio advertise IMPORTANT FACTS TO HELP you SUGGEST A NAME 
Entries must he po on your firm letter P . . 
head. Submit as many names as you desire. Out our way there’s a fellow who's nuts tions, 4,117 apparel stores and 3,048 drug 
3. Mail to Contest Editor, The Cowles Stations, about statistics. He likes to whisper in your stores. And, say, he can carry on till you've got 
Register oe Blde., De o Moines, swe. ear such things as “Listen ... In the primary _phactofobia. But, don’t let him . . . make him 
es s i M)* lh | a ¢ ‘ ae 4 4 oe . ded 
auldaiaie, Denemees 31, tein. area of these four stations there are 10.7% write it to you. Address “Market Facts Chief 
1. S000) ends ll be ocld Ot ic Gee Go of the nation’s farms. Yet, these farms receive with the message, “Give us the dope,” and 
in ah opinion of the judges, most accurately nearly 17°% of the nation’s total cash farm in- you'll get it. 
and completely - scribes the combined market come. And the folks who live on ‘em drive 
primary area of stations WMT, KRNT, a 707 f “ey , P.S.—H Is w , i i 
KSO and WNAK. Entree call be TR gy SS. over 1 of the nation’s autos, and over Ae ty ~ om — = this 
din teams an daaenek ae oe 2596 of the tractors. et, ich has a total retail volume of over 
propriateness for use in advertising. Do not : 1,500,000,000 smackers, there are over 
send elaborate entries. In cases of ties, duplicate At his finger tips he has facts about our 1,364,000 radio families you can reach on one 
prizes will be awarded. ; 20,630 retail food outlets, 14,873 filling sta- low combination rate. 
5. Decision of the judges will be final, and all 
entries become property of The Cowles Stations Contest Closes December 31, 1939 . . . Mail Entry Now! 
for advertising or for any purpose they choose. 


The Cowles Stations 


Affiliated with THE REGISTER AND TRIBUNE, Des Moines. lowa 


mie Si 


of 


Ge x We 


AS. 


Represented Nationally by THE KATZ AGENCY 


22. Gruen Watch Company 
23. B-C Remedy Company. 
24. Ruppert Brewery, Jacob 
SB, Meee, COO Bic ccc inca : 
26. Gordon Baking Company 
27. Babbitt, B. T., & Co.... 5,04 


Free Milk for a 
Year Among Prizes 


in Cereal Contest 


Rahway, N. J., Oct. 18.—Wheatena 
Corporation, 


began a prize contest open to con- 
sumers in this territory served by 
Borden milkmen. In addition to 
the top cash awards, winners of 
smaller prizes will receive a quart 
of Borden’s milk daily for as long 
as a year. 

Prizes will be awarded for the 
best lines completing a jingle about 
Wheatena. The usual box-top is 
a requirement for entry. Retailers 
who serve prize-winners will also 
be rewarded in a separate contest 

The contest is being advertised in 
23 newspapers in the New York 
metropolitan market, with 600 and 
1,000-line copy headlining the first 
prize offer of $1,000, and five second 
prizes of $100 each. Spot radio will 
also promote the contest and its 281 
prizes. The promotion will last for 
six weeks. Compton Advertising 
handles the Wheatena account. 


Weston, Gothard Tell 
of Editorial Awards 


Harry E. Weston, editorial direc- 
tor of Paper Industry and the Pa- 
per World, and Wm. W. Gothard, 
editorial director of Domestic Engr 
neering, were featured speakers 4! 
the meeting of Chicago Business 
Papers Association Oct. 16. 

Their publications were among 
those which received awards in the 
1939 editorial excellence compet: 
tion sponsored by Industrial Mar- 
keting, and their talks dealt with 
the editorial initiative and orgat- 
ization developed by their publica- 
tions which enabled them to wi 
these awards for editorial merit. 


Milford Leaves Ayer 


to Start Own Business 


J. W. Milford has resigned from 
N. W. Ayer & Son, Philadelphia 
to open his own business as promo- 
tion and public relations counsel # 
225 W. 39th street, New York. 

Mr. Milford was formerly public: 
ity director of the lamp departmet! 
of General Electric Company, Cleve 
land, which he joined as an adver 
tising copy writer in 1926. He 
joined the public relations division 
of Ayer early last summer. 


WLNH Increases Power 


Station WLNH, Laconia, N. H 


has been authorized by the Feder 
\Communications Commission to 
crease its power to 250 watts U™ 
limited time, instead of 100 wa™ 
\night and 250 watts day. 


Se eee, 


in cooperation with] 
Borden’s Farm Products, this week @ 
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Report 637,000 


Purchases for 
95-Cent Book Line 


New York, Oct. 18.—Having sold 
107,000 copies of its 25-cent books 
through a single page newspaper 
advertisement here in June, Pocket 
Books, Inc., used large space again 
today to announce eight new titles 
and point out that 637,000 people 
have purchased the unabridged best 
sellers. 

The books are now on sale in 200 
cities throughout the country, ac- 
cording to George Bijur, agency 
handling the account. He said that 
this record had been achieved 
almost without a sales force, and 


was a direct result of the opening 
advertisement last June. 

Today’s insertion, which ran in 
seven columns in the Times, will 
be followed by a page carrying 
different copy in the Sunday News 
of Oct. 22. No further advertising 
is scheduled at this time, according 
to Mr. Bijur. 


Innovations Tested 


Like the opening announcement, 
today’s copy bears a coupon to per- 
mit direct sales by the publisher. 
Copy points out, however, that the 
books are on sale at bookshops, 
drug and department stores, cigar 
counters and subway newsstands. 
Testimonials from Lowell Thomas, 
Christopher Morley and two women 
identified only by initials are also 


included. Mr. Bijur said that sev- 
eral innovations are being tried in 
selling the books. A number of 
flower shops, for example, now 
stock the books as a suggested gift 
to sick people who are receiving 
flowers. College boys are also mak- 
ing direct calls in office buildings in 
a test to determine whether or not 
the books can be sold in that man- 
ner. 


Two Join Roche 


William Bernstein, formerly with 
Pagano Ingor, New York, has been 
appointed art director of John D. 
Roche, Inc., Los Angeles, commer- 
cial artist. Addison Smith, formerly 
advertising manager of Saturday 
Night, has been named sales man- 
ager. 


“Tobacco Retailer” 
s w“ 
Merged with “Candy” 

The Tobacco Retailer, publication 
of the Ohio State Tobacco Associa- 
tion, will be combined with Candy 
Counter and Merchandiser, publica- 
tion of Associated Candies, Inc., 
starting with the November issue. 

The new paper, issued at 1740 E. 
12th street, Cleveland, will be called 
The Tobacco and Candy Retailer. 
Max Kirtz, formerly with Amster- 
Kirtz Company, is business man- 
ager. 


“Texrope” in New Format 

“Texrope Topics,” published by 
Allis-Chalmers Mfg. Company, Mil- 
waukee, for users of its Texrope 
V-Belt drives, has been issued in 
new format, with larger pages and 
more illustrations. 


Listen to the Men Who Know 


Number 9 of a Series of Advertisements Written by 


National Geographic Advertisers 
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NAB Answers Food 
and Drug Critics 
of Radio Copy 


Says FTC Gets Scripts 
of All Network Com- 
mercial Programs 


Washington, D. C., Oct. 17.—Vig- 
orous exception was taken today by 
the National Association of Broad- 
casters to several comments on ra- 
dio advertising heard by the Asso- 
ciation of Food and Drug Officials 
at its conference last week in Hart- 
ford, Conn. 

At this meeting Milton P. Duffy, 
retiring president of the associa- 
tion, was reported to have said: 
“The extravagant advertising claims 
made by manufacturers and pro- 
ducers cannot be overlooked with- 
out serious thought. The detrimen- 
tal effect of radio in broadcasting 
misleading information is in direct 
violation of the Food, Drug and 
Cosmetic Act.” 

Another allegation is that Dr. 
George R. Cowgill, of the Yale Uni- 


k a eciamignre® pate versity School of Medicine, said, 
. ve WAREARD: ven “Statements over the radio, it 
anTHun ¢ sowie. waren seems, have thus far escaped regu- 
HERBERT‘ ZeHeuRn. avausT lation. 
ained GEORGE 4 WENTWORD INEBUNKPORT 


Supervision Described 


The NAB today directed a letter 
to these two speakers and other of- 
ficers of the association emphasizing 
these points: That networks fur- 


HANOLD, STANDISH 
esTERs, HOULTON 


a. GREENLEAF. 
® 


r 
ARTHUR COTHBAY HARBO 


ee 
executive committ 
SCHNURLE. CHAIRMAN 


lopment 
ve as 191- 


omm GeoRse J. STON Ty nish the Federal Trade Commission 
HERON WASHBURN with scripts of all commercial pro- 
r vereTt F GREATON Geonoe 2. WENTWO 
’ & 


grams, while exercising their own 
voluntary control of advertisers’ 
ss claims in advance of broadcasts. 
: = — That all stations supply a_ full 
, week’s scripts at quarterly inter- 
vals. That the NAB’s weekly bul- 
letins to stations carry a full report 
of FTC action. That the FTC re- 
view of radio advertising copy has 
been in effect since July, 1934. 
That the FTC’s recent annual re- 
port commented upon the helpful 
cooperation it had received from 
networks, transcription producers 
and radio stations. 

Also mentioned in the letter was 
the NAB’s code of program stand- 


rector 
executive SECRETARY g. puericity © 


TT 
: EARLE pouce aususTA, MAINE 


MAINE 
erate House. AUGUSTA 


ich ards, described as a self-regulatory 
Ur. Raymond ¥ ertising move on the part of all NAB mem- 
Director of r gine ber stations which comprise 92 per 
National Geogr cent of commercial broadcasters. 
Washington, “> ** The Association of Food and Drug 
etakd a es. Officials pee taken cognizance of 
Dear Mr- e tising ite naturel fe various charges made against radio 
4n adver j{ness for advertising by considering a “recom- 
eer state tional bus phic 
is & pion®rvertised our recre& aA the Wati Geogre mendation that radio advertising 
We have consistently have consistently = of ay “ drug products be sub- 
rs jected to the same scrutiny by gov- 
good many yee campaigns that ernment officials as that of newspa- 
Magazine in our a single yest : : » 
this time there never pops satisfactory ene winy> pers. 
“nee oe graphic has gd err rw a very low cost per in Weeks ith Moss 
ational Geo aphic give ising starts eeks wi Oss 
the Meiy does National Geogieh® or, Our advertieik’ o4 pulle ities Wake tee det 
Not long ce and the next year alter ' eeks as joined 
+ bas & very wiries et om yiries the Faraon Jay Moss, Hollywood, as 
put i +ting ing have ing 
Merch, we begin Paes year and we always viee-proniient gat account ee 
‘ " ive. He was formerly manager o 
throughout oe year's advertising ts experience the investment management de- 
from the Lighted with this Lie tember 1st partment of Laswell & Co., Los 
Sieti perticularly de Mey issues, and on Sep Angeles. The agency has been ap- 
We are the ‘ April. apd : — to handle advertising for 
copy these . io Chemical Industries, Los An- 
Fe aA 5,496 inquiries from ign ent Wational geles. Business papers and direct 
we 9 ing our next year' vy mail will be used. 
Se queesen 
We are now plann be on our sch ; : 
Geographic, 8 usual will Fabric Finish to McC-E 


T. B. Lee Company, New York, 
American representative for Tootal, 
Broadhurst, Lee, Ltd., Manchester, 
England, has appointed McCann- 


—- -  e | 


The NATIONAL 
NET 


Sell the First Million First 


GEOGRAPHIC MAGAZINE WASHINGTON, 
PAID CIRCULATION EXCEEDS 1,000,000 


Erickson, New York, to direct its 
account. The English company is 
the owner of the Tebilized fabric 
finish, a patented process for mak- 
ing fabrics resistant to creasing or 
crushing. 


Coal to Schnake 


Fellenz Coal & Dock Company, 
Milwaukee, has appointed Frederick 
C. Schnake Advertising Agency, 
Milwaukee, to direct its account. 
Newspapers and radio will be used. 


Joins Rayart Studios 
Leonard A. St. Louis has joined 
Rayart Studios, Pittsburgh, as art 
director. For the past four years 
he was art director of Baldwin & 
Strachan, Buffalo agency. 
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Consumer Relations Problems 


The Association of National Ad- 
vertisers will discuss the consumer 
movement at its annual convention 
next week. The theme is not only 
timely, but important, since it is 
tied in with other vital subjects, 
such as regulation of advertising 
both by external and internal meth- 
ods. We are confident that the ANA 
will do a good job of developing a 
well-rounded picture of the situa- 
tion as it exists today, and we hope 
that it will be able to formulate a 
practical program for dealing with 
the knotty problems which it pre- 
sents. 

If the consumer movement rep- 
resented only the normal, legitimate 
viewpoint of actual consumers, 
there would not be much reason to 
fear its development. Manufac- 
turers and merchandisers realize 
that the consumer is entitled to 
complete product information, that 
misstatements of quality should be 
eliminated, even when they appear 
only by inference, and that labeling 
and advertising should serve the 
purpose of informing the user as 
well as stimulating sales. 

But unfortunately the problem is 
not as simple as that. Consumer 
groups represented by the many 
active women’s clubs are in most 
cases sincere, intelligent people who 
are trying to cooperate with pro- 
ducers in bringing about better 
products, more complete product 
information and more _ intelligent 
buying. Such a program is a logi- 


cal and normal development of the 
depression era, during which con- 
sumers found it necessary to make 
their dollars work harder than ever 
before. 

In addition to these important 
groups, whose interest is that of the 
kind of consumer advertisers are 
interested in addressing, there are 
others whose interests are of a more 
sinister character. ADVERTISING AGE 
has reported frequently the attacks 
on advertising by certain sections 
of the so-called consumer move- 
ment, in which it has appeared that 
the object is to strike a blow at 
American business through one of 
its most important business build- 
ing activities. George Sokolsky has 
pointed out the character of some of 
the groups which are leading the 
movement, and Stanley High’s re- 
cent article in the Forum, repro- 
duced in the current issue of Read- 
er’s Digest, shows that many gov- 
ernmental agencies are promoting 
the kind of consumer education 
which regards the profit motive in 
business as anti-social. 

It is due to the subversive char- 
acter of this type of consumer 
activity that care must be used in 
developing a program. The de- 
mands of the legitimate consumer 
should be met sympathetically, but 
the attacks of so-called consumer 
groups who are interested only in 
weakening the American economic 
system should be vigorously re- 
pelled. 


The Streamliner Makes Good 


Five and a half years after the 
first streamlined trains were intro- 
duced by American railways, Rail- 
way Age publishes a record of their 
operation which is described by this 
conservative publication as “breath- 
taking’”’—serving 10,000,000 passen- 
gers and rolling up 2 billion 
passenger-miles. And the whole 
picture of passenger service, for so 
long in a decline, even in periods 
of good general business, has been 
reversed. 

It is pointed out in the number 
devoted by Railway Age to stream- 
liners that there was a continuous 
decline in passenger traffic from 
1923 to 1933, and that during the 


1934-1937 period there were gains | 


While 
fares contributed 
to the traffic increase, the publica- 
tion credits most of the 
to the successful introduction of 
streamlined passenger trains. 

The first great advantage resulted 
from the spectacular appeal which 
they made to the imagination of 


both in traffic and earnings. 
lowered railway 


change | 


the public. Once more the railroad 
became intensely interesting to peo- 
ple in general. They wanted to see 
the trains and ride on them. Conse- 
quently earnings per train-mile for 
these flashing, high-speed units 
soared far above the average of 
$1.50 for passenger trains in gen- 
eral, thus justifying an increase in 
the number of streamliners from 
two in 1934 to over 60 in 1939. 
The railroads have learned what 
all American industry has learned 
—that to hold public interest, 
acceptance and patronage, it is 
necessary to improve the product, 
and keep on improving it. And 
having a good product, it is possible 
to win business by aggressive ad- 
vertising and promotion. 
adopted ___ air-conditioning, 
streamlining and faster passenger 
schedules with remarkably good 
results, and their success should 
encourage them to go ahead with a 
program of research and advertis- 


roads 


10 Cents a Copy, $2 a Year 


The rail- | 


|womenfolk see, but a 


WHO SAID RURAL DWELLERS LIVE DIFFERENTLY? 


ee 


‘Saeeuoeeeo| 


—Farm Journal and Farmer's Wife 


"Do you think | can drive it by myself now, Dear?” 


Ad-libbing 


Close Harmony 

L. D. Bradbury of Penton Pub- 
lishing Company calls our attention 
to an unusual bit of cooperation in 


producing the front cover advertise- 
ment for the metal show number of 


Steel. Here’s his story: 

“This front cover is an advertise- 
ment for Maurath, Inc., of Cleve- 
land, and was developed through 
the combined courtesies of Para- 
mount Pictures, Scripps-Howard 
Newspapers and Liggett & Myers 
Tobacco Company. Paramount fur- 
nished the harem still from ‘Man 
About Town’ which was blown up 
to be rephotographed with the 
marionette of ‘Whitey’ and props 
for the Arabian atmosphere. Scripps- 
Howard then granted permission to 
run the Cleveland Press masthead 
and the story of the electrode ship- 
ment. Liggett & Myers then con- 
tributed 5,000 Fatima cigarettes for 
free distribution at the metal show 
and from the Maurath booth.” 


Mutiny in the Ranks 

For what it’s worth we give you 
the following letter, gleaned from 
the letter department of a metro- 
politan newspaper the other day: 

“IT am the self-elected founder of 
a new society which shall be called 
the Disappointed and Disgruntled 
Losers of Radio Contests. 

“For years I have at intervals 
gone about my housework with a 
wild look in my eyes, muttering to 
myself. The symptoms no longer 
alarm the children. They know it 
only means that mother is at it 
again! 

“I’ve written hundreds of literary 
masterpieces and mailed them, ac- 
companied by the required labels or 
box tops, etc., being too timid to 
trust to my own idea of a ‘reason- 
ably accurate facsimile.’ 

“Then what happens? Nothing. 
And there are literally thousands 
like me. 

“Fellow members of the D. & D. L. 
of R. C., let us demand a list of 
the winning slogans. Then we can 
compare our gems with those more 
brilliant, winning ones.” 


Buy-Words for Ladies 


We always tear the fashion ads 
out of the newspapers we let the 
recent 


ing in order to hold and increase | yarshall Field ad slipped through, 


their gains. 


| with the result that we have had 


our attention called (with some 
forcefulness) to the current crop of 
colors. We have learned that every- 
one who is anyone is wearing such 
delectable shades as fog gray, thick- 
mist blue, lakestorm green, and 
other “muted, smokey hues.” And 
even our color-unconscious eyes 
take on something of a smokestack- 
pallor look when Field’s copywriter 
urges us to “escape from black to 
the foggy colors of winter twilight” 
in this exciting fashion: 

“The blurred blue of thick twi- 
light mists, swirling around sky- 
scrapers ... sullen green of Lake 
Michigan when the _ northeaster 
churns surf against the Drive . . 
dark, vaporous gray of a snow- 
threatening sky .. . half-dimmed 
beige of the Water Tower just be- 
fore winter stars sparkle . . . purple 
deep as night-must-fall shadows 
from wintry trees. The Paris 
couturiers launched these colors 
without knowing how beautifully 
they fit Chicago’s winter scene.” 

All of which gives us the impres- 
sion, no doubt far from true, that 
Chicago’s womenfolk' will _ slip 
through the autumn demurely and 
innocuously dressed in the “be- 
tween - the - dark - and - the -daylight 
colors” of the city’s somber “twi- 
light mists.” 


Jottings 

Other agencies can have apples 
for the space peddlers to munch, or 
bottles of this or that to drink at 
specified times, but Reiss Advertis- 
ing now soothes the nerves of tired 
visitors to its quarters in Rocke- 
feller Center with “a stream of 
melody coming seemingly out of 
nowhere.” The music, piped in by 
telephone wire, is supplied by Wire 
Broadcasting, Inc., which (you may 
have guessed) is a client of Reiss... 

Proctor Fiske, who puts words to- 
gether in the right selling order for 
C. Wendel Muench & Co., is proud 
of the thoroughly unconventional 
oyster copy he turned out for Tof- 
fenetti’s Chicago restaurants last 
week. In blank verse, and for two 
full newspaper columns, Mr. Fiske 
decanted on the loves and hopes of 
a certain female oyster in Sayville 
Bay, with the result, we’re told, that 
untold hordes of Sayville Bay 
oysters were transferred from the 
keeping of Mr. Toffenetti to the 
stomachs of drooling customers... 

Have you heard of the great 
Iowa-West Virginia-Kansas tall 
corn competition, in which, refusing 
to accept broken stalks as entries, 
Joe Maland of WHO, Des Moines, 
successfully upheld his state’s repu- 
tation against the upstart chal- 
lenges of WCHS, Charleston, and 
KFH, Wichita? It seems Maland 
and Howard Chernoff of WCHS had 
an argument about the size of corn 
stalks in their respective states, with 
Clark Luther and Marcellus Mur- 
dock of KFH horning in, and that 
fabulously tall entries that would 
have won handily for the latter 
states had to be disqualified be- 
cause they suffered mysterious 
stalk-breaking accidents. .. 


a 
—————. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1555. Hospital Market Data. 


More than $604,000,000, exclusive 
of salaries, was spent by hospitals 
during 1938, according to this mar- 
ket data book issued by Modern 
Hospital. The book shows the size 
of the market, where it is, geo- 
graphically, how the hospital dollar 
is spent and by whom, and outlines 
trends in the field. 


No. 1556. A Big Rich Market. 


The size of the market, number 
of Catholic institutions, buying 
power, reader interest and adver- 
tiser acceptance are summed up in 
this brochure issued by the Cath- 
olic Quality Weeklies. These are 
the Catholic Chronicle, Toledo, and 
The Catholic Universe Bulletin, 
Cleveland. 


No. 1532. How We Keep House. 


Reader-Editors of Woman’s Home 
Companion, a cross-country group 
of readers of varying incomes and 
ages, who function in an advisory 
capacity, supply the information on 
housekeeping methods contained in 
Reader-Editor Report No. 25, issued 
by the Companion. What they use 
to clean silver, lamps, pewter, win- 
dows, how often they do or have 
done the various cleaning jobs of 


‘|the household, form some of the 


many tabulations. 
No. 1540. Every Reader a Customer. 


In this brochure The Family | 


Circle offers a concise but thorough 
summary of facts on its distribution, 
merchandising services, copy test- 
ing facilities and evidences of reader 
interest. 


No. 1536. Pacific Coast Markets. 


Sunset Magazine, San Francisco, 
has issued this booklet which con- 
tains an analysis of its circulation 
in California, Oregon and Washing- 
ton by counties and towns. 


No. 1526. The Inside Story of the 
Outdoor Man. 


This reader survey, issued by 
Hunting & Fishing-National Sports- 
man, reveals the purchasing powe!, 
buying habits and general activities 
of the publications’ reader families 
The study shows an extensive mar- 
ket for all types of general con- 
sumer products, as well as for 
sports equipment. 


No. 1547. The Kansas Radio Audi- 
ence of 1939. 

Radio Station WIBH, Topeka, has 
issued this report of a study by H. 
B. Summers, of Kansas State Col- 
lege. The survey covers set owner- 
ship, economic status of families in- 
terviewed, listening hours, and sta- 
tion and program preferences, with 
all of the material tabbed for easy 
reference and illustrated with 
graphs, charts and maps. 


No. 1554. What Is Saturday Night? 

Newspaper, or magazine? is the 
question occasionally raised, accord- 
ing to this booklet issued by Satur 
day Night, Toronto. The _ booklet 
doesn’t claim to classify the period- 
ical, but provides a lot of informa 
tion about its editorial formul@, 
advertising volume, coverage and 
readership. 


No. 1549. A New Oklahoman am 
Times Advertising Campaign. 

Facsimile advertisements of 
new fall campaign are presented ” 
this brochure issued by The Daily 
Oklahoman and Oklahoma CH! 
Times. The purpose and aims © 
the campaign are outlined in th 
text, and its statistical basis is illu™ 
trated in an analysis of the pres” 
use of newspapers by national ad- 
vertisers. 
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Graham Patterson, Publisher 


WASHINGTON SQUARE, PHILADELPHIA 


Read what a prominent agen- 
cy executive thinks of the full- 
family editorial coverage of 
“Farm Journal and Farmer’s 
Wife” and its potency as a 
sales-starter. Then THINK 
what this one magazine, 
delivering your advertising 
message into more homes in 
more counties than ANY other 
magazine in America, can do 
for your 1940 sales curve! 


: ae a e aah 
: 
. J a Beh : _ i a : We a ee sania 
—s a 4 aa - ——— 2 ae | fill | 
~_ | i a“ ae ce 
a d cs ‘ I oo all . 4 .. a a car el si i = Sree ; 
. " a " - @ 3 q 23 ee pe: ae = ibioees ; - ae tars 13 i ! 
Fis Ny - * ee a a ae. = 
a : _ = : jade be ag 3 oe gil Ries 
| een Seat y 4 Bin alll —- Be — Ke ee ible Re a = LIES 
7 4 * | ; | ; ; ltée, J a vi ae m _ By eie / . 7 Acces me 
a 2. ae ~ — = i: oe fee 
= a es a ae a | 5 all apr _ ie ae ian cepkis 
| "he a gle — all oe 
Gave & Perec i: rr. . 2 — 
| advertis ing a 2: ' zz a 
. sept: 27 agp : 2 | -. 
: 1959 -_ c : 
wre cranam patterso» president - a ‘ 
| Farm journal and farmer's wife - sh . a. 
phiiadelphs°» Ppae / jail , 
. wy dear graham a Br 
{ when I recommend a papLicatio’s yr is easy enougs “to now how many \ i 
gubser vers T am suppose +o reache put it js often qirricu +o , as 
’ estimate now many girreren’ members of each. family are going %o see - Fi _ le 
| tne aver tising: ae = 
To say that & magazine has two and 2 nalf million gubscriver® xs of ; ! rr’ ‘ —s 
course snterestiné: To know that ynese gubseriver® represen’ about ' — - . ee 
eleven million consumer § is smpressive* put to pe avle to feet keg ~~ : a oe ) 
. that most of whe eleven million (who pecome consumers only when Dad ~e . 2 2 . 5  g Pi ee. a — 
. goes some puyine) gre aise readers» and that mothers» gaugnters and = 3 ae tet J gee a B _— 
sons 2re +hus able %° nelp start gales which migat never & starved . - 7 ae 3 hen Poa A = a. 
. sf it were all uP to Dad —~ wells that is eremendoust Pe: a a. pea gales we — oa 
| Farm Journal and rarner'S wife is ® maze? st th e Ba ie aan f 
as muy readers as tnere are consumers aoe i a { 
j gcrivers: Way? pecause 4% seems aeter Fase 
py the entire jousehold- | 
One places aver tising for the single purpose of starting galese ss F 
. qgnis 45 secomplisnes in proportio’ to the number of pert sons Whos as a a 
; actual readers» nave @ chance © pecome snverested jn wnat the adver - 
ziser nas to offers In one nome it may be the father eno gets tne —_— 
gale im potion. In another » nis wife- In anotner » the boy or —_ 
girl- when 2 puplicatson 4s one +ney all want to reads snen gaver~ r 4 ? 
4i.sins is getting a peautifal preak multiplies , “= 
Farm journal and Farner* g wife just can't help peing closely read bY Z me 
farm families: fence it fol Lows shat money gnvested jn this kind of Vs 
aver ising will be the cause of more puyins jmpulses than cam possi- 7 = 
ply created qnere +ne matter of generat family gnteres js in - : 
goubt- You are daoing ® great jobs and apparently aver viser > appre- poe 
ciate {te 5 ee 
sincerely» | 
ih pe “<< 
a= CIRCULA rion < 
vWf al 
a pancest 18 RURAL MAGAZINE pistoR’ 


nies 


14 


ADVERTISING AGE 


Sia ih 


October 23, 1939 


—— 


Act Immediately 
fo Curb Academic 
Critics, Platt Urges 


Cites One-Sided Pic- 
ture Being Received by 


School Children 


Peoria, Ill., Oct. 18—A vigorous 
appeal to advertisers to discard 
their defensive tactics and take 
the initiative in 
combatting anti- 
advertising ac- 
tivities was 
sounded here this 
week before the 
Peoria Advertis- 
ing and Selling 
Club by John H. 
Platt, advertising 
manager, Kraft- 
Phenix Cheese 
Corporation. 

In outlining the 
case of advertis- 
ing versus its 
opponents, Mr. Platt highlighted 
the following points: 

1. A distinction must be made 
between which complaints are genu- 
ine and which are malicious. 

2. Critics should be singled out 
to determine those which have 
something to sell to consumers. 

3. Consumers should be apprised 
of the fact that advertising which 
contains distortions and untruths 
ultimately defeats itself and no 
amount of advertising can continu- 
ously sell a misrepresented product. 

4. Because advertising must ap- 
peal to buyers on the basis of their 
own desires and because consumers 


John H. Platt 


respond much more readily to the 


emotional rather than the factual 
appeal, this technique is justified. 

5. When buyers indicate a de- 
mand for factual rather than ro- 
mantic advertising, advertisers will 
give them just that. 

6. The chief concern of adver- 
tisers should be the consumers of 
the future—schools are rapidly ex- 
panding courses in economics and 
buying and much of the material 
being taught is the most baseless 
and vicious nonsense. 


Immediate Retort Urged 


“The time has certainly come 
when it is essential that everyone 
in any way concerned with adver- 
tising examine the damning chal- 
lenges that are being hurled at us 
today—examine them with clarity 
and honesty—determine just what 
is the case against us, just wherein 
we may have failed and what to 
do about it,’ Mr. Platt said. “We 
must prepare our own briefs based 
on the established facts of the ad- 
vertising business and tell our story 
at least as coherently and convinc- 
ingly as our detractors. 

“Advertising in general and ad- 
vertisers in particular have been a 
target for all sorts of slings and 
arrows lately. These darts vary 
from a light-barbed, comparatively 
innocent type, to the most deadly 
of poison-tipped arrows. The shots 
come from a wide variety of sources 
—from various so-called ‘consumer’ 
groups, from pressure organizations, 
from misguided or malicious writ- 
ers, from clubs, from sources out 
in the open and sources hiding be- 
hind bushes. 

“In studying the question, we 
must learn to distinguish, first, 
which complaints are genuine; sec- 
ond, which are malicious, and which 
are wild shots. We must find out 
whether our detractors are firing 
away merely to hide the fact that 
they have something to sell—a 
service or an ‘anti’—book, or propa- 
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EVENTS Im MINIATURE 


“Min-Events’ original 
WLS development are 
visualdemonstrationsin: ~ 
third dimension. Inter- — 
estingtolook at—easyto 
understand. Min-Events 
get more attention; 
stores like them. Tellyour 
story at a glance and 
have a long life. Yes 
.. Min-Events are small 
but doa big selling job. 


Whether you sell a 
product or a service, 
Min-Events tell your 
story dramatically. Light 
weight—easy to show— 
ae for two or three 
~ yeors travel use. Cost 
little per showing. Ask 
to se@ our representa- 
tive, No obligation. 


FOR TALON, 
Featuring Foun- 
dation Garments 


ITS GASOLINE HAS “OOMPH" 


Signal Oil Company is using the likeness of Ann Sheridan on posters in an outdoor 
campaign in Pacific Coast states. 


ganda merely for the sake of 
propaganda. There are many of 
these. But there are many honest 
criticisms, too, which we have done 
well to heed in the past and would 
do well to heed even more care- 
fully in the future. 


Hits Some Consumer Activities 


“No more unfortunate catch- 
phrase was ever coined than ‘con- 
sumer movement.’ Used as a blan- 
ket, a cover-all, a false board be- 
hind which any knave can pose as 
a Moses in the wilderness, the term 
‘consumer movement’ means any- 
thing and nothing. 

“A recent study by the Associa- 
tion of National Advertisers gives 
us a most detailed and accurate 
report of the consumer movement 
to date. The aims, personnel and 
organization of some 80 of these 
groups are reported in detail. They 
range in type from commendable 
club women groups, who desire 
simply to obtain more factual in- 
formation on consumer goods, in 
order to buy more intelligently, to 
sensational, muckraking sheets 
which cannot conceivably serve any 
constructive purpose. Naturally, the 
more radical of these groups, with 
their obvious prejudice against all 
advertising and their threat to the 
profit system as a whole, have 
caused most alarm to _ business 
men.” 


New Consumer Viewpoint 


Concerning these radical groups, 
Mr. Platt quoted the ANA report 
as follows: 

“It may be that the radical ele- 
ment in consumer education has 
abated somewhat and should, in 
time, become a negligible factor 
when viewed from a broad perspec- 
tive. The fact remains, however, 
that a large group of adults and 
certainly a substantial percentage 
of students are being trained to 
demand more factual information 
on the goods they buy. There are 
many indications that this trend 
will continue to develop. Within 
the past two years consumers have 
made progress, by legislative and 
other means, in obtaining several 
of their objectives. It should be 
noted that consumers are becoming 
skeptical as to the sources of the 
information they receive. They 
charge that there are many in- 
stances where the words ‘consumer 
education’ are used as a cloak for 
propaganda. 

“The belief has been expressed 
that this developing consumer con- 
sciousness can, if business cooper- 
ates, react to the benefit of busi- 
ness. There may well be more 
profit and security, it is reasoned, 
in dealing with an inquiring and 
informed consumer market than 
with an uninformed and unintelli- 
gent one.” 

Admitting that some advertising 
has violated the bounds of good 
taste, Mr. Platt nevertheless as- 
serted that the same indictment can 
be leveled against motion pictures, 
current literature or even many 
table conversations. He _ insisted, 
| however, that advertising reflects 
the habits of daily living. 


The Problem of Emotions 


Much of the criticism of advertis- 
ing, he continued, arises from the 
fact that it appeals largely to the 


emotions. But most essential human 

| interests—religion, music, art, liter- 

ature, politics—are likewise pri- 
| santo emotional, he pointed out. 

“In advertising, it’s true, the emo- 

tional appeal has in some cases been 

| abused,” he declared. “But in the 


main, I think the emotional appeal 
with which advertising is vested is 
both wholesome and uplifting. It 
appeals to the reader’s desire to 
better himself and his family, to 
improve physical conditions, ap- 
pearance, and health; it inspires 
better manners and better modes 
of social action. ‘Often a brides- 
maid but never a bride’ has sent 
many a fair young damsel to the 
showers. . 

“The technique of advertising is 
the technique of living —the com- 
mon human habit of investing 
everyday things with romance and 
with interest. Wishful thinking 
some of it may be—but to my way 
of thinking it’s wishful thinking 
which results in easier and more 
abundant living.” 

Turning to the oft-repeated 
charge that advertising is not fac- 
tual enough, Mr. Platt asserted that 
copy “is only as factual as our 
readers will permit it to be. Since 
readers respond much more readily 
to emotional rather than factual 
appeal, the advertiser is hardly to 
be blamed for choosing the method 
which brings him the quickest and 
most lasting results honestly. 

“It is my belief, however, that 
consumers are becoming more and 
more interested in the factual mate- 
rial which advertising has to offer. 
That they will become increasingly 
so is a matter for genuine interest 
and rejoicing on the part of adver- 
tisers. 


Cites Recent Copy Trends 


“The changing interests of read- 
ers can be observed in any thought- 
ful study of advertising. Facts 
about a product, its uses, charts, 
details of its manufacture, are found 
more and more frequently in ad- 
vertising copy. 

“Nothing would please the adver- 
tisers whom I know more than a 
thoroughly enlightened public, a 
public as much interested in the 
factual story of the products he 
sells as the producer himself. But 
advertising must operate within the 
sphere of what people are ready to 
listen to, what they are willing to 
learn. Advertising, in this sense, I 
think is powerfully dictated to by 
public sentiment. When the senti- 
ment expresses itself in a demand 
for factual rather than romantic 
advertising, for charts rather than 
attractive photographs, advertising 
will give them just that.” 

With respect to the skeptical atti- 
tude toward business being fostered 
in many school courses, Mr. Platt 
said: 

“We don’t have to look very far, 
or look very deeply, to learn what 
at least some of our children are 
being taught—under the guise of 
several high-sounding names from 
the very cradle through the most 
advanced college courses. 

“The schools in this country, pri- 
mary and secondary, are rapidly 


expanding courses in economics, 
courses in buying, courses in busi- 
ness philosophy. Which in itself js 
a fine thing—a healthy thing — 
a thing which should be welcomed 
by all business. But some of the 
material being taught under a va- 
riety of names is in many cases 
the most unscrupulous propaganda, 
the most baseless and vicious non- 
sense. The reason for this is largely, 
I believe, because this particular 
field has been left wide open to 
anyone who wanted to walk in and 
start to talk. And a lot of crack- 
pots and pseudo-scientists have 
walked in. 


Story Ready to Tell 


“And business, honest business, 
which has a real story to tell—a 
scientific story—has remained in 
the main perfectly quiet. We have 
thus far, made no continuous at- 
tempt, either concerted or as indi- 
viduals—to tell our own story to 
teachers and to the teachers of 
teachers—that our own children 
may know the true story of Ameri- 
can business. 

“Our chief concern should be 
with the generation of home makers 
now in the classrooms, and I firmly 
believe that the main effort to cor- 
rect any possible harm being done 
should be directed there. That is 
where insidious propaganda does 
the most harm, reaching youngsters 
at the impressionable age when 
they are most likely to remember 
what they hear, poisoning their 
minds against advertising and busi- 
ness generally.” 

Conversations with home eco- 


nomics teachers have convinced 
him, Mr. Platt said, that educa- 
tional material from business 


sources would be welcomed for 
classroom use if the material is 
prepared “interestingly and color- 
fully.” He expressed the conviction 
that when informative material is 
furnished educators it will be 
accepted in the same good faith 
with which it is offered. 


Signal Oil Says 
It's ‘Oomph’ Time 
Again in the West 


Los Angeles, Oct. 18.—They used 
to spell it “uumph” but now it’s 
“oomph” and it means what Ann 
Sheridan, the red headed Texas 
movie star, has. 

This explains the announcement 
made today by the Signal Oil Com- 
pany regarding an outdoor and 
radio campaign throughout Pacific 
Coast states wherein copy will point 
out that Signal gasoline, too, has 
“oomph,” even if it’s of a different 
variety than Miss Sheridan’s. 

A similar appeal will be used on 
the Signal Carnival, a Sunday night 
show heard over the NBC Red net- 
work. “Oomph” will also be fea- 
tured in windshield stickers, direct 
mail copy and in the free, auto- 
graphed pictures of Miss Sheridan 
which are to be distributed by Sig- 
nal dealers. 

Only the photogenic star’s like- 
ness will be used. She will not be 
heard on the radio show. This like- 
ness, incidentally, is restricted to 
the face only on the outdoor p0os- 
ter, although the photographs to be 
given away are more on the order 
of glamor pictures. 

Barton A. Stebbins Advertising 
Agency handles the account. 


Bibb with Holmes 
Harry B. Bibb has been named 
manager of sales promotion service 
for Holmes Company, Chicago, 
printing. 
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Promotion 
Review 


A stiff cardboard folder, “It’s 
Time to Wake Up,” is doing a sales 
job for the Musical Clock program 
of WCAO, Baltimore. It’s a plano- 
graphed French-fold piece in blue 
and black, with one of those turn- 
table inserts in the front cover 
lending punch to the effort. 

ca ~ - 

WFIL, Philadelphia, has issued a 
file-size four-page folder with a 
cellophane wrap-around and a die- 
cut “M” in the front page to stress 
its advantages as a member of the 
Mutual net. 


Everything’s on the up and up at 
The American Home, according to 
current promotion of the magazine, 
which announces both circulation 
and advertising gains. 

~ * ” 


“Even sandwiches have sex,” says 
the latest file-size folder from 
Ladies’ Home Journal, emphasizing 
again that the magazine is edited 
with the female viewpoint that 
makes it “the magazine women be- 
lieve in.” 

- * * 

Newest addition to the “radio 
personalities” parade is a handsome 
picture volume produced by WTIC, 
Hartford. 


* * * 


CBS Pacific Network has sent out 
a four-page blue and black folder 
on market and station coverage, 
while CBS itself is covering adver- 
tisers with a six-page spiral bound 
smash listing CBS stations with 
50,000 watts power. 


* * * 


Demonstrating that it can be 
done in smaller communities, the 
Daily Journal, Herrin, Ill., has just 
issued a consumer survey that com- 
pares favorably with those usually 
associated with metropolitan papers. 
Detailed results of a study of con- 
sumer preferences among numerous 
classes of merchandise, together 
with family, income and home sta- 
tistics are presented, in this attrac- 
tive but fairly inexpensive side- 
stitched volume of 32 pages and 
cover, printed on one side of the 


sheet. 
* ” * 


“Not one in a hundred knows the 
right answer,” says the Des Moines 
Register and Tribune in an attrac- 
tive mechanically bound booklet 
detailing the importance and extent 
of the market served by the publi- 
cations. Large type, good display 
and attractive illustrative material, 
plus a series of leaves which are 
stepped up in size, lend eye-appeal 
to the piece. 


+ * - 

Most elaborate mail promotion of 
the week is “Some Think Them 
Sacred,” a book about 11x15 with 
heavy cover in gold and blue. The 
inside pages are decorated with full 
color drawings by Rea Irvin, and, 
as may have been gathered by the 
title, the volume treats of allegedly 
sacred cows of the broadcasting 
field, which are “cheerfully set 
aside” by Mutual. Five of these 
sacred cows are dissected, this de- 
scription of the first one giving you 
an idea of how they go: 

“Suffer thyself never to touch 
transcriptions for recorded radio is 
as a nettle that stingeth networks 
and blistereth the hands of broad- 
casters. 
is writ—The broadcasts time hath 
buried, let no man resurrect.” 


Wants Pittsburgh on 
Federal Stamp Plan 


Mayor C. D. Scully of Pittsburgh 
has asked Henry A. Wallace, secre- 
tary of agriculture, to designate 


Remember thou where it | 


Pittsburgh as one of 12 additional | 


cities where the government's food 


stamp plan of distributing surplus | 


commodities soon is to be 
operation. 


put in 


Hastings Joins Philco 

William P. Hastings, formerly ad- 
vertising manager of the Standard, 
Milton, Pa., has joined Philco Radio 
& Television Corporation, Phila- 
delphia, as copywriter. 


Names Rose-Martin 


Newspaper Institute of America, 
Inc., New York, has named Rose- 
Martin, New York, to direct its ac- 
count. Magazines, newspapers and 
direct mail will be used. A. H. 
Kaplan, vice-president, is account 
executive. 


Two Name Sweeney 


John M. Sweeney Company, Bos- 
ton, has been named to represent 
the Evening News, Southbridge, 
Mass., and the Herald, Concord, 
Mass. 


Lindsay Adds Sirianni 

Albert Sirianni has joined the 
Frank E. Lindsay Company, New 
New York, advertising art studio, 
as sales representative. 


GANNETT EXECUTIVES STICK TOGETHER 


The Gannett delegation to the Newspaper Advertising Executives convention 
included Harry J. Benner, Utica Observer-Dispatch; J. Frank Duffy, advertising 
counselor; Thomas V. Taft, Denville Commercial-News; Kenneth K. Burke, Albany 
Knickerbocker News; R. Heath Davis, J. P. McKinney & Son, national repre- 
sentative; J. David Hogue, Utica; Sam Schwarz, Rochester Democrat & Chronicle 
and Times-Union; Robert C. Pace and John R. Connor, both of Danville, Ill. 


—— 


Joins Lancaster Papers 


Clarence L. Fountain, formerly 
with Tenney, Woodward & Conklin, 
has joined the Intelligencer Jour. 
nal, New Era and Sunday News, 
Lancaster, Pa., as new business and 
promotion manager. 


Ventilators to Kupsick 


Adco Ventilator Company, New 
York, has appointed J. R. Kupsick 
Advertising Agency, New York, to 
direct its advertising. Metropolitan 
newspapers are now being used. 


Issues House Organ 


Joseph R. Gerber Company, Port- 
land, Oregon, has published the 
first issue of a new four-page 
monthly house organ, called “Ger. 
ber’s Inkpot”. 


This is a story of editorial achievement that cannot 
be described in a chart. 


But the results of these editorial achievements are there 
— in the rising circulation curvel 


stimulants —is a story of increased acceptance. 


PENCIL POINTS IS THE PROFESSIONAL MAGAZINE OF THE ARCHITEC 


ily mounting circulation figures is the story of increased 
reader interest and advertising value. 


This chart cannot adequately tell the story of the care- 
ful analysis by our editors of the rapidly changing 
building needs and the constant refinement and im- 
provements of our editorial program to meet those 
needs... 
better buildings. 


EHIND this chart lies the story of Pencil Points’ 
progressive editorial program. Behind these stead- 


to assist all architectural men to design 


The steady climb 
- month by month... year by year... without false 


AND ADVERTISING VALUE! 


This chart will definitely show that advertising in the 
pages of PENCIL POINTS is reaching a constantly 
larger group of building designers .. . 115.2%, increase 
in architect subscribers, 115.5% increase in designer 
and draftsman subscribers in five years, is a phe- 
nomenal circulation growth. 


These building designers (architects, draftsmen and 
designers) who are the heads of, or are employed in 
architectural offices or in the architectural departments 
of industrial and commercial organizations, are the 
men who are designing today’s buildings. 
the men who select the building materials to be used 
as the project takes form on their drafting boards. 
PENCIL POINTS is their publication and commands 
their avid reader interest. 


They are 
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Kennedy Named VETERAN NEWSPAPER PUBLISHER RECEIVES HONORS 

y Donald S. Kennedy, for the past G. B. Dealey, Dallas 
1, 14 years account executive of 

- Charles Daniel Frey Company, Chi- 


s, cago, has been named a vice-presi- 
d dent and secretary. 


Four Join Metropolitan 


Des Moines Register, Minneapolis 


¥ Star-Journal, Minneapolis Tribune 
~ and the St. Paul Pioneer Press have 
wo become affiliated with Metropolitan 
a Sunday Newspapers. 

_ Ayer in Hollywood 
Pa : N. W. Ayer & Son has opened a At the testimonial banquet held in Galveston to mark the 65th anniversary of G. B. Dealey’s connection with the newspaper 
he Hollywood office in the Equitable field: (left to right) Woodall Rogers, mayor of Dallas; Lenox R. Lohr, president of NBC, who expressed the sentiments of 
ge bldg. to handle the Al Pearce radio| the radio industry; Mr. Dealey; Amon Carter, president, Ft. Worth Star-Telegram, toastmaster for the occasion; William 
Tr. program for its Hawaiian Pineapple Mcintosh, San Antonio Light; and former Governor W. P. Hobby of the Houston Post. Outstanding personalities from the 

account. publishing and political world honored the veteran newspaper leader. 

= ,——$— —— a 
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Publisher, Honored 
on 65th Milestone 


Galveston, Oct. 17.—The dramatic 
story of an immigrant boy who 
landed in this city with his family 
aboard a wind-jamming freighter 
from England in 1870, got a job as 
a three-dollar-a-week office boy 
with the Galveston News four years 
later and then rose to a place of 
leadership in the newspaper pub- 
lishing world, was recounted here 
last Friday when the nation’s press 
and political leaders turned out to 
honor George B. Dealey, president 
of the Dallas Morning News on the 
occasion of the 65th anniversary of 
his entry into the newspaper field. 

After joining the Galveston News 
in 1874 at the age of 15, Mr. Dealey 
moved up the line until in 1882 he 
was named traveling agent and 
staff correspondent of the news- 
paper, serving in Waco, Houston 
and Dallas. When the News de- 
cided to print a duplicate paper for 
North Texas, Dallas was chosen as 
the site and Mr. Dealey was chosen 
business manager of the Dallas 
News. With the rapid growth of 
this section of the state, the off- 
spring soon outstripped the mother 
paper in circulation and revenue. 


Given Full Management 


Mr. Dealey was named manager 
in 1895 and given almost full 
powers to direct the property. He 
became vice-president in 1906 and 
president in 1919. All connections 
between the Galveston News and 
the Dallas News were severed in 
1923 when the Galveston paper 
changed ownership. In 1926 Mr. 
Dealey and his associates purchased 
the Dallas News from the heirs of 
Col. A. H. Belo, who had given Mr. 
Dealey the job as office boy in 
1874. 

During the past half century, Mr. 
Dealey and the News have been 
credited with numerous achieve- 
ments that have contributed to the 
progress of the city and state. The 
list includes the commission form 
of government and later the Coun- 
cil-Manager system, establishing in 
Dallas the Federal Reserve Bank 
for the Eleventh District, locating 
Southern Methodist University in 
Dallas, building the $20,000,000 
Trinity River flood control and re- 
clamation project, starting the city 
plan movement and the park sys- 
tem. 


Sons Join Business 


Two sons of Mr. Dealey have as- 
sisted their father in his numerous 
management duties. The older, 
Walter A., died in 1934. He was 
vice-president of the News and was 
responsible for the development of 
Station WFAA, the first news- 
paper-owned radio station in the 
Southwest. After his passing, E. M. 
(Ted) Dealey succeeded his brother 
as vice-president and is now carry- 
ing an increasing burden of man- 
aging the News and its allied ac- 
tivities. 

At the Galveston banquet, which 
represented one of the most impres- 
sive tributes ever tendered a pub- 
lic figure in the Southwest, Amon 
G. Carter, publisher of the Fort 
Worth Star-Telegram, was toast- 
master. Walter M. Dear, publisher, 
Jersey Journal, and vice-president 
of the ANPA, spoke in behalf of 
that organization. Lenox R. Lohr, 
president of the National Broad- 
casting Company, expressed the 
sentiments of the radio industry. 


Issues Football Chart 


Football Chart-A-Game, a book- 
let whereby the radio listening 
football fan can retain a play-by- 
play account of whatever game he 
listens to, has been prepared by 
Philco Radio & Television Corpo- 
ration, Philadelphia. 


Buys TAD Screen 

Alexander Film Company, Colo- 
rado Springs, Colo., has purchased 
the assets of TAD Screen Advertis- 


ing, Dallas. 
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ADVERTISING AGE 


October 23, 1939 


From Geeting Card 
to Screen Feature 


To the Editor: Metro-Goldwyn- 
Mayer has just released for distri- 
bution the production, “A Failure 
at Fifty,” which is based on the 
story, “He Could Take It,” by Arno 
B. Reincke, president of this agency. 
The tale weaves an air of mystery 
about the man who had an almost 
unbelievable series of personal dis- 
appointments and misfortunes and 
one’s curiosity is aroused as to who 
he is. The dramatic climax comes 
in the revelation that the man is 
Abraham Lincoln. 

The moving picture version of 
“He Could Take It” now completes 
a chain of very interesting uses of 
this message. It appeared origi- 
nally in 1934 as a New Year’s greet- 
ing card. Requests by publishers 
for permission to reprint it in 
magazines, newspapers, and house 
organs followed immediately. These 
requests continued over a _ period 
until Reader’s Digest bought it for 
publication in their January, 1939, 
issue. Because of the tremendous 
circulation of this latter publication, 
new impetus was given to the story. 

In response to an offer in Read- 
er’s Digest, requests were received 
for thousands of copies of this same 
message in a form suitable for 
framing as well as in miniature 
booklet form. It has also been 
given on four radio broadcasts. 

Because of prior registration, 
M-G-M could not use the title “He 
Could Take It,” but substituted “A 
Failure at Fifty.” This short sub- 
ject has been prepared by and is 
being released as one of Carey Wil- 
son’s miniatures. 

C. A. REINCKE, 

Secretary, Reincke-Ellis- Young- 

green & Finn, Inc., Chicago. 
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_Solution for the 
Turkey Problem 


To the Editor: I noticed your 
news item regarding the Thanks- 
giving issue on Page 15 of the Oct. 
9 ADVERTISING AGE, and a thought 
occurs to me. 

Why don’t you advocate the 
designation of two Thanksgiving 
Days this year, and perhaps next 
year? President Roosevelt’s holi- 
day, Nov. 23, could be called 
“New Thanksgiving Day.” After a 
couple of years of having two holi- 
days, the problems involved would 
no doubt be washed out and every- 
body would be happy to settle down 
with the New Thanksgiving Day. 

R. C. GROFFMANN, 

Mid-Continent Petroleum Cor- 

poration, Tulsa, Okla. 
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Too Much to Hope 


To the Editor: We are all, of 
course, very much in favor of the 
Federal Trade Commission policing 
advertising for the protection of the 
general public’s health, wealth and 
happiness. 

But don’t you think it would be 
asking too much of the Federal 
Trade Commission, for the protec- 
tion of the lives of our Young Amer- 
ican Manhood, to issue stipulations 
to the Federal Propaganda Depart- 
ment, to cease and desist publishing 
biased reports, half truths and 
atrocity stories that we all suspect 
will follow in case this country goes 
into a war? 

NELSON P. ROWE, 

Potts-Turnbull Company, Kan- 

sas City, Mo. 
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Information, Please 


To the Editor: I have been ad- 
vised that your editorial staff are 
free to approach with special prob- 
lems in advertising. 

Mine, perhaps, is not special, or 
is it new and yet it is a decided 
problem to me. 

Following ten years of general 
journalistic work in and around 
New York, I recently established a 
small advertising agency. 


At the moment my small staff 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. ~ 


HUMAN INTEREST IN 


During a recent survey on Savings Banks 
Leonard Giegerich, taxi driver, said... 


“500 bucks in my 
Savings Bank is 
worth a grand to me 


om wp cheap har exch. And, thes, « « 
fot & 90 pratt! Mave oh ite couple of gumes before 


“THE PAY-OFP'S the bargains you get for spot cash. I seved $10 of @ 
vada, $60 o7 » car ood have bad ptemty of other good bays. I's a cinch 
to wee why coy Savings Bask is woetd teice to me what I gor in ix 


SAVINGS BANK COPY 


“THE $500 15 WORTH $1000 to me becouse I've gor the cosh to pick up 
bargeins. Gor 2 big reserve food for emergencies, too. Bey. bow of 
all, I've gos that ewell feeling thar comes from no money surries ~ 


“THAT THAE | GOT RUNDOWN io hexich and Doc sent me to the coun 
ary, my Savings Bank heiped heey me going: Had the money Ww poy the 
gerege and insur aace bulls sod te getaway Saved me plenty sllarcuad ” 


The mutual 


Ai sawwngs Banks om “Sow Vor’ State art mmtual 


SAVINGS 
BANKS 


of Manhattan, Bronx 
and Westchester 


and myself are strictly confining 
ourselves to designing original ad- 
vertising copy. 

It is my aim to create copy with 
a potent punch from the angle of 
human interest appeal. 

Several have been completed at 
this writing and I have been in- 
formed they have merit. Yet, 1 
have learned by approaching major 
manufacturers that there is an ap- 
parent insurmountable wall be- 
tween themselves and their estab- 
lished agents. 

Naturally, to a good extent this 
is only good business but I cannot 
sanction it at its present extreme. 

I like to believe that when there 
is a shade of merit plus a fairly de- 
pendable background, that at least 
a fair opportunity be given toward 
recognition. 

I hurriedly add that I like com- 
petition and all I ask is a chance 
to get in the swim and compete. 

Could one of your staff advise me, 
either from his information at hand 
or from some past article appearing 
in your publication, of the best 
routine that can be followed by a 
small agency in gaining honest 
consideration for their ideas in ad- 
vertising design. 

JAMES M. O'BRIEN, 

Buck Advertising Agency, New 

York. 
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Pop Corn Gal 


To the Editor: 
interested 


To those who are 
in unusual characters 


used in advertising, we now intro- 
Pop 


duce the Jolly Time Corn 


Queen, who has been termed “one 
of the prettiest red heads in Iowa.” 
The accompanying picture shows 
the queen following her coronation 
by officials of the American Pop 
Corn Company of Sioux City. The 
comely titian keeps in trim, prop- 
erly enough, by skipping a pop corn 
chain. 

This young lady will typify Jolly 
Time for our client. Shortly a na- 
tional advertising campaign will be 
launched in newspapers and on the 
air. The sponsor of this activity 
has been the leader in its field for 
25 years. 

H. S. OLson, 

N. A. Winter Advertising 

Agency, Des Moines, Ia. 
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Usherettes Do a 
Promotion Job 


To the Editor: Despite the fact 
that the American Legion conven- 
tion which took place in Chicago a 
few weeks ago is now history, it 
occurs to me that your readers may 
be interested in the details of a 
promotion stunt conducted by the 
Fox Head Brewery during conven- 
tion week. To say that it went 
over with a bang is putting it 
mildly. 

Ten of Andy Frain’s attractive 


girls were dressed up as “Miss Fox 
Head ‘400’” with uniforms and 
caps. Starting Saturday before the | 
convention they formed teams and 
concentrated on the hotels which | 
were headquarters for Legionnaires 
from only states where Fox Head | 
is sold. Staying around the bars | 
they asked Legionnaires to wear | 
their buttons, which were yellow | 
and which read, “I drink Fox Head | 
‘400’ because it’s brewed with Wau- | 
kesha Water.” The immediate re- | 
action of the gay veterans was to | 
go to the bar to try a glass of “400,” | 
often treating the young ladies. 
Later these girls accompanied 
some of the Fox Head salesmen | 
into outlying districts and did a} 
great deal toward getting Fox Head 
into a good many places that did 
not stock it before. 
This relatively inexpensive idea | 
originated entirely from within the 
Fox Head organization with no out- 
side help and really obtained re- | 


sults. A large volume of Fox Head 
beer was consumed in those few | 
days. 


R. H. LUTHER, 
Fox Head Waukesha Corpora- 


tion, Waukesha, III. 


Exit Stodginess 

To the Editor: I ran across this 
advertisement in a New York news- 
paper the other day. 

It seems to me this down-to-earth 
approach is worthy of attention, 
considering the fact that it is a de- 
parture from the stodgy marble and 
bank vault type of copy so gener- 
ally run for savings banks. 

Morris M. GREEN, JR., 

Dean Langmuir, Inc., New 

York. 
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Parents and Children 


Grow Up Together 


To the Editor: Attached is an 
advertisement prepared by us for 
Compton’s Pictured Encyclopedia, 
currently appearing in Parents’ 
Magazine and Child Life. 

It is a departure from the con- 
ventional encyclopedia appeal as is 
evidenced by the caption “Growing 
Up Together.” Note the entire fam- 
ily is on roller skates ... and from 
the standpoint of photograph illus- 
trating the caption, one will have 
to admit that parents who put on a 
pair of roller skates with their chil- 
dren certainly are growing up with 
them. 

You will note copy explains how 
Compton’s Pictured Encyclopedia 
provides complete readiness for the 
child mentally, emotionally and 
physically .. . guidance from early 
childhood through school, that re- 
sults in leadership. 

WALTER H. BUTHMAN, 

Bisberne Advertising Company, 

Chicago. 

ia 
Red Herrings and 
Advertising Critics 

To the Editor: I suppose that in 
these days of wonderment about 
what the future holds for all of us, 
it’s only natural for some of us to 
go off the deep end and yell “Sub- 
versive” at anything we don’t hap- 
pen to like or agree with. And yet, 
it seems to me that advertising has 
a far better case to make for itself 
than merely to rave about com- 
munism as soon as anybody chal- 
lenges our acts. 

The type of practical attitude 
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HAND-IN-HAND 


CHILD DEVELOPMENT PLAN 
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that I think needs more definite 
enunciation was expressed in these 
columns last week by an agency 
executive who asserted that FTC 
or no FTC, he had no intention of 
burying himself in the mire of 
hopelessness just because some reg- 
ulations have been slapped on him. 
He sounded a keynote which all 
advertisers who care about the 
future of their business should 
adopt: “We believe that in the 
long run, a less romantic and more 
accurate statement of product 
claims is good for advertising be- 
cause it is good for the public.” 


red herring tossing is what adver- 
tisi ds. 
ising needs l.3.C. 


Chicago. 
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EVERY able production man 

in advertising knows you can’t make a 
good halftone from a bad negative. No 
two ways about it. It simply can’t be done. 
That’s why we're so terrifically fussy 
about shooting and developing your copy. 
Listen! Our gallery air is washed and 
filtered. Our screens and lenses are spot- 
less. Our photographers are slick. We 
don’t know what they do outside of hours 
but they come clean on the job. They are 


COLLINS, MILLER & HUTCHINGS !¥¢- 


NORTH MICHIGAN AVENUE ¢ CHICAGO 


207 


CML 


CHICAGO 


WE'RE POSITIVE ABOUT OUR NEGATIVES 


as patient as a setting hen and simply 
cranky about dirt. 

Our darkrooms are constantly pumped 
full of clean, cool air. A blessing to both 
man and negative—and a guarantee that 
the latter won't develop spots. You pro- 
duction men know what that means. 

And a parting P.S.— Our specially ruled 
screens for newspaper halftone repro- 
duction are tops for holding detail. We 
think a trial will more than convince you. 
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ADVERTISING AGE 


October 23, 1939 


Set Release Date 
for Findings in 
Readership Survey 


Newspaper - Sponsored 
Research to Be Ana- 


lyzed Before ANA 


Chicago, Oct. 17.—A _ program 
that covered a range of subjects 
from the consumers movement to 
the effect of the war on advertising 
attracted a record-breaking turnout 
to the convention of the Newspaper 
Advertising Executives Association 
at the Blackstone Hote] this week. 

An exposition of the progress of 
the Bureau of Advertising of the 
American Newspaper Publishers 
Association was presented by Col. 
Leroy W. Herron, advertising direc- 
tor of the Washington Star, and 
chairman of the Bureau advisory 
committee, and by Wilder Brecken- 
ridge, the Bureau’s sales manager, 
whose talk was largely off the 
record. 

Col. Herron said that the NAEA’s 
responsibility for the work of the 
Bureau can never cease, since it 
fathered the idea of greatly ex- 
panded efforts, which was first ex- 
pressed in a “united front” and 
later entrusted to the Bureau of 
Advertising. The Bureau, Col. 
Herron said, has completed its re- 
organization and is ready to begin 
selling national advertising. 

The present membership of the 
organization is 630, representing a 
loss of 50, chiefly smaller news- 
papers, Col. Herron said. He added 
that 200 members of the ANPA 
are still without the Bureau fold, 
representing a fertile field for cul- 
tivation. 


Aim at Big Space Users 


The Bureau, which will add one 
man both in New York and Chi- 
cago, is concentrating its efforts on 
the 197 national advertisers and 29 
agencies who spent $245,000,000 in 


SCENES FROM NEWSPAPER EXECUTIVES' CONVENTION 


At the newspaper advertising executives’ meeting last week, judges talking over the entries in the newspaper exhibit are 
(upper left): F. E. Katterjohn, Cedar Rapids Gazette; Henry W. Manz, Cincinnati Post; Charles B. Hinkle, Lima News, 
and John F. Reid, Boston Globe. The luncheon qroup is composed of Mr. Manz; C. E. Phillips, Rockford Star and Register- 
Republic, NAEA vice-president and program chairman; Forrest R. Geneva, Des Moines Register and Tribune, NAEA pres- 
ident; F. L. Mott, director of School of Journalism, University of lowa, luncheon speaker; Harvey R. Young, Columbus Dis- 


patch; Coy Glidden, Chicago researcher. 


Wallace, Toronto Star. 
Repository. 
advertising exhibit. 


At the upper right, 


H. P. Diehl, 
(Lower left): B. R. F. Fletcher, Portsmouth Times; Joseph K. Vodrey, and E. M. Grimes, Canton 
(Center): Tom H. Kay, Kitchener, Ont., Record, inspects one of the numerous panels making up the NAEA 
At the lower right, deep in discussion are W. D. Keenan, Indianapolis Star; J. T. Griscom, Nashville 


Montreal Star, chats with William 


Banner and Tennesseean, and H. M. McClaskey, Louisville Courier-Journal and Times. 


1938, with 77 per cent of its calls 
being made on advertisers, and 23 
per cent on agencies. These 197 
advertisers control a total of 425 
subsidiaries. 

Col.. Herron said that the long 
awaited survey of newspaper read- 
ing habits, whose direction has 
been shifted from the Bureau of 
Advertising to the Advertising Re- 
search Foundation, will have its un- 
veiling at the convention of the As- 
sociation of National Advertisers in 
Hot Springs, Va., next week. 

Mr. Breckenridge indicated that 
the results will be so sensational 
that “plenty of brickbats may be 
expected.” The survey, he said, 
will prove that one piece of copy 
in a newspaper has yielded as high 
as 17 times the attention of an- 
other of the same size and classi- 
fication in the same issue of that 
newspaper. While the spread is 


AMARILLO 


AND YOU HAVE. 


SPENT FOR 


New York Chicago Dallas St 


BUILDING PERMITS OVER 


$2,000,000 


For first 9 months of 1939 


Providing a big, dependable weekly payroll month in and month out. 


COMBINE THIS WITH 


$20,000,000 
1939 WHEAT INCOME 


Which is distributed among prosperous farmers 
throughout the rich High Plains area, 


A RICH MARKET WITH FRESH MONEY TO BE 
IMPROVEMENT AND BETTER LIVING! 


Advertising in This Market is Effective 


AMARILLO NEWS AND GLOBE 


MORNING — EVENING — SUNDAY 
TEXAS DAILY PRESS LEAGUE, National Representatives 


Louis 


Denver San Francisco Los Angeles 


not so great in the majority of 
cases, it is large enough to cause 
the agencies whose technique is 
thus assailed to make a defense, he 
implied. The Gallup surveys will 
continue for some time at the rate 
of two newspapers per month. 


Irregular Reading Procedure 


Frank B. Hurd, advertising direc- 
tor of the Providence Journal and 
Bulletin, both of which were sur- 
veyed by Gallup, said that one of 
the facts revealed is that many 
buyers of newspapers read them 
backward. After inspecting Page 
1, they turn to the financial page 
and then continue their perusal 
from back to front instead of in the 
conventional manner. This finding 
indicates that Page 3 or 5 is not 
always more favorable than Page 
35 or 37. 

The Gallup surveys shed a bright 
light on the question of position 
and will aid newspaper makeup 
men in spotting advertisements for 
the best results. The surveys also 
reveal clearly the personality of 
each newspaper. Mr. Hurd said 
that the average reader spends an 
hour with his newspaper. 

Don May, layout expert of the 
Chicago Daily News, also provided 
some information on the moot ques- 
tion of position. Mr. May discussed 
the basic principles of layout, and 
asserted that every element on a 
newspaper page conspires to force 
the attention of the reader toward 
the bottom of the page. He con- 
cluded that this position is far su- 
perior to the “above the fold” idea 
espoused by so many advertisers. 


Timeliness Essential in Copy 


Mr. May said that the newspaper 
|reports news which will be dead 
|tomorrow, and that advertising 
| should partake of this feeling of im- 
| mediacy. The use of oil paintings 
in newspaper copy, he feels, is out 
| of place. As for layouts, they should 
| be an inspiration, as well as a blue- 
print for the compositor. The lay- 
out must be such as to capture the 
| attention of bored readers and must 
| select the proper audience. Despite 
the danger of causing some readers 
| to skip the message because of the 
| impression that the product is too 
| high in price, he said that the lay- 
| out should always be smart. He 
| also insisted that the advertisement 
| must glorify the product. 

Mr. May devoted considerable 
|} time to the principle of unsym- 
|; metrical balance, which he said is 
the source of interesting layouts. 
|He contended that the advertise- 
ment which is properly conceived 
'and executed is invulnerable to the 
| onslaught of any other piece of 
copy on the page. As for advice to 
the layout man, he said, “Tell him 
what, but not how.” 

B. R. F. Fletcher, business man- 
ager of the Portsmouth Times, told 
of merchandising cooperation in the 
form of display racks, for use in 
key stores. While many newspapers 


believe that such a merchandising 
service is both expensive and un- 
appreciated, Mr. Fletcher took the 
viewpoint that it paid for itself in 
insuring the success of advertising 
running in his paper by forcing it 
to check on distribution. 


Why One Effort Failed 


“It is amazing to find distribution 
exceedingly sketchy even in the 
case of many pioneer and widely 
advertised products,” he said. 
“Many advertising failures can un- 
doubtedly be laid at the door of 
poor distribution. 

“In one case a failure was caused 
by another factor which it took a 
lot of persistence to uncover. A 
honey producer offered an encyclo- 
pedia with each jar for a small sum. 
After advertising the offer in our 
paper, he reported with much as- 
perity that only three encyclopedias 
had been moved. We knew that 
distribution was adequate in this 
case. I bought a jar of the honey, 
tried to get the label off, and im- 
mediately ran into the nigger in the 
woodpile. It was necessary to 
send the label with the money in 
order to get the book, but the label 
was glued to the container so 
tightly that it was impossible to 
detach it in one piece.” 


War Affects Promotion Plans 


The flood of orders which many 
industries are enjoying as a result 
of the international situation is 
already causing some business lead- 
ers to question the need for pursu- 
ing a promotion program during the 
seller’s market, Col. Willard Che- 
valier, publisher of Business Week, 
told the newspaper executives. 

“Seller’s markets are fleeting and 
never stay with us for very long,” 
he remarked. “Most af the time 
business must live in a_buyer’s 
market. It is not wise, even under 
the temptation of wartime volume, 
to relax the courting of customers 
when orders are plentiful, espe- 
cially when business has the where- 
withal to keep the job going. 

“The present trend of business 
costs seems to indicate that a larger 
percentage of them are going to be- 
come more or less fixed or inflexi- 
ble. Continuity and constancy of 
demand will become more and more 
necessary for efficient and profitable 
operation. It is advertising that 
builds up the customer recognition, 
acceptance and _ preference that 
make for all-the-time orders.” 

In discussing the relationship be- 
tween business and its customers, 
Col. Chevalier drew attention to the 
growth of consumer 
groups. He warned that consumers 
are better organized than ever be- 
fore to protect their own interests 
and urged industry to keep prices 
at reasonable levels. 

“Business leadership knows its 
interests are identical] with those of 
2ll the people,” he declared, “and 
ithat if it goes after today’s profits 
| $0 violently as to dislocate the 


a 
SS 


mechanism by which it must render 
its primary service to the people, jt 
is showing itself the way out.” 

In connection with the consumer 
movement, he also pointed out that 
“subversive groups are operating tp 
undermine the faith of the Ameri. 
can people in the integrity of 
American business.” Although rea} 
progress is being made to expose 
such perversions of legitimate con. 
sumer activity, he added, “the way 
is open for even more effective 
measures to counteract the harm 
that has been done.” 

Arthur E. Tatham, vice-president, 
Young & Rubicam, discussed the 
difficulties surrounding the alloca. 
tion of advertising appropriations 
under present conditions. He urged 
his listeners to study merchandis. 
ing and media developments since 
the last war as a possible indicative 
to problems that advertising may 
face in the period ahead. 

Robert A. Wolfe, advertising 
manager of the Dayton News, 
speaking on the consumer move- 
ment, suggested that the logical 
solution to the problem is for each 
newspaper to work closely with its 
local Better Business Bureau, which 
has the confidence of both business 
and the consumer, in reaching a 
working agreement with the public. 

Mr. Wolfe said that his researches 
indicate that the average consumer 
is not as hostile to industry as gen- 
erally believed, despite the constant 
pricking of many organizations 
actuated by mercenary motives, 
The reader of advertising, he de- 
clared, expects and welcomes a rea- 
sonable amount of “trade puffery’ 
or glorification of the products ad- 
vertised. 


Asks Differential Solution 


Arthur T. Robb, editor of Editor 
& Publisher, urged the newspaper 
executives to solve once and for all 
the troublesome question of na- 
tional and local differentials. He 
said that a national rate 15 per cent 
higher than the local will bring 
back into proper classifications 
business which has been diverted 


to local channels, and create a more §j 


kindly feeling toward newspapers 
among agencies. 


force advertisers to use adequate 
space and frequency of insertions, 
and to eliminate the more or less 
futile “one time shots.” 

H. Coy Glidden, of Glidden & 
Wile, Chicago economist and re- 
searcher, advanced the theory that 
so many peculiarities surround 
every market in the country that 
many campaigns are doomed in ad- 
vance. The market area of ever) 
city varies for different products 
he asserted. He added that smal 
towns are even losing their business 
in convenience goods, the publit 
buying food and toiletries in metro- 
politan markets during _ ther 
periodical visits. 

Participants in a symposium © 
new linage opportunities wef 
George Grinham, local advertising 
manager, St. Louis Globe-Demo- 
crat; Robert C. Pace, advertising 
manager, Danville Commercial 

(Continued on Page 21) 


“WEBR’S LOCA 


pressure | 


—— 


ADVERTISING IS 
20% AHEAD 
OF LAST YEAR’S! 


| And for the last four year, 
_ WFEBR has been FIRST among 
Baltimore network station! 
_In local advertising. 


NATIONAL REPRESENTATIVES, —————= 
EDWARD PETRY & Co. =. 


ON THE NBC RED NETWORK 


He also said that} 
rate cards should be revised to ¥ 
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Newspaper Ad 
Executives Discuss 
Marketing Angles 


(Continued from Page 20) 
News, and O. G. Ross, advertising 
manager, Beloit Daily News. 

Another discussion of staff or- 
ganizé ation planning was handled by 
Hollis J. Nordyke, business man- 
ager, Ames Daily Tribune; Walter 
Stecher, national advertising man- 
ager, Omaha World Herald, and 
Leon H. Summy, advertising man- 
ager, Goshen News-Democrat. Mr. 

| Nordyke reported that 40 per cent 
of the newspapers queried use 
ponus systems for employes. Mr. 
Stecher found that the present 
trend is toward bonuses rather than 
sales contests, while Mr. Summy 
told how newspaper executives are 
systematizing procedure to cut cor- 
ners. 


Conlon Named Chairman 


Forrest R. Geneva, Des Moines 
Register and Tribune, and NAEA 
president, appointed a committee to 
consider revision of the association’s 
} 13-year-old standards of practice. 
| H. S. Conlon, Grand Rapids Press, 
chairman, will be assisted in this 
project by O. C. Brown, Oklahoma 
City Daily Oklahoman and Times, 
and John F. Reid, Boston Globe. 

Russell E. Schofield, Lexington 
Herald and Leader, described me- 
chanical aids to greater efficiency, 
his discoveries including an electric 
stencil cutter which produces the 
equivalent of engravings on the 
spot, and an elaborate heating and 
ventilating system installed by the 
Asheville Citizen. Walter Pfaffen- 
berger, Los Angeles Times, con- 
} tributed to this discussion with a 
' description of the All-Tone process, 
in which the advertisement is 
| printed direct from copper plates, 
» instead of from a matrix. Invented 
by the Oakland Tribune, this proc- 
ess is expensive and is applicable 
to full-page units only. 

A round table discussion was de- 
voted to a proposed clause in news- 
paper contracts permitting the pub- 
) lisher to cancel in the event of an 
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| cmergency. While consensus seemed 
Pie }io be against such a clause, the 
hut chair appointed H. M. McClaskey, 
or Louisville Courier-Journal and 
hat Times, as chairman of a committee 
ade to consider the question. 
ere “Wausau Record” Wins 
or At the closing session of the con- 
noe vention the annual awards were 
ron announced for the newspaper ex- 
IbLt BS hibits on display. For papers under 
aa 50,000 circulation, the trophy went 
ne? ® to the Record, Wausau, Wis., for the 
best all-around exhibit, with second 
' - place going to the Sheboygan Press. 
wel ® In the same classification the trophy 
si for the best individual idea was 
m0 ® presented to the Messenger, Owens- 
isi’ ® boro, Ky. The runner-up was the 
cu ® Star, Marion, O. 
Among papers over 50,000 circu- 


ition, the trophy for the best all- 
‘round exhibit was won by the 
‘ew York Sun. Second place went 
the Indianapolis News. For the 
t individual idea in this group, 
® trophy was presented to the 
ond News Leader, with the 


w Orleans Item Tribune the run- 
neruy 


ars, § Waterman Named 

10nd Clyde H. Waterman, executive 
sistant in charge of sales for L. E. 

Hons terman Company, Newark, has 


named assistant treasurer, 
ceeding F. D. Waterman, Jr., 
y will have charge of a survey 
* 40reign markets. 


Walter i in New Post 
_ Ray ymond F. Walter, formerly on 
Sales staff of Keith Paper Com- 
Turners Falls, Mass., has been 
me d sales promotion manager of 
,“Mical Paper Mfg. Company, 
‘yoke, Mass., a newly created 


st. 


bins apy ees Armstrong 

, YaVvid 1G. Jones has resigned from 
yer & Son to join Donovan- 

ng, Philadelphia agency, as 
executive. 


mstro 
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“Chronicle” Appoints 
Sawyer-Ferguson-Walker 

The San Francisco Chronicle has 
placed its national representation 
with the Sawyer-Ferguson-Walker 
Company. 

The appointment is effective im- 
mediately. 


Joins McCann-Erickson 

Vinton Hall, formerly editor of 
Oregon Motorist and assistant man- 
ager of Oregon State Motor Asso- 
ciation, has joined McCann-Erick- 
son, San Francisco. 


Hotel to Dowd 


John C. Dowd Company, Boston, 
has been appointed to handle the 
advertising of Lafayette Hotel, Bos- 
ton. 


Travel by Air, 
Is Advice to Timid 


Bermuda Visitors 


New York, Oct. 18.—The war- 
disrupted Bermuda travel business 
was given a new lease on life this 
week with inauguration of a joint 
campaign by the Bermuda Trade 
Development Board and Pan 
American Airways, Inc., to lure 
water-shy vacationists to the speed 
and safety of the sky. 

To accommodate travelers who 
are uneasy over recurrent reports 
of submarines sighted in the Carib- 
bean, Pan American has added two 
Atlantic Clippers to those already 
in the service, making a total of 


four flights weekly. An eight-week 
campaign in New York newspapers 
has been scheduled, with expansion 
to other cities a possibility. 

The swift, five-hour flight is the 
major feature of the campaign, 
with a slogan “Pleasure, as usual, 
in Bermuda,” the copy theme. “De- 
tached from rush and racket, Ber- 
muda wants you and Bermuda wel- 
comes you to its little world of 
peace and pleasure,” copy declares. 

For those who are not air-minded 
and to accommodate more voyagers, 
the Trade Board is cooperating with 
the Holland-American Line which 
began regular sailings to the island 
this week. Newspapers in New 
York, Philadelphia and Boston will 
be used. 

N. W. Ayer & Son is in charge. 


General Motors Exhibit 
Renewed for 1940 Fair 


Alfred P. Sloan, Jr., chairman of 
the board, General Motors Corpora- 
tion, New York, has announced that 
the company’s exhibit at the New 
York World’s Fair will be continued 
in 1940. 

The G-M exhibit, “Highways and 
Horizons,” will have been visited by 
about 5,000,000 people by the end of 
the 1939 season. Numerous polls 
have ranked it the most popular 
single fair attraction. 


WMaAM Starts Operation 


Station WMAM has started oper- 
ation in Marinette, Wis., on a fre- 
quency of 570 kilocycles. M. F. 
Chapin is general manager of the 
new station. 


MEDIA RECORDS unbottles the figures on alcoholic beverage 
linage for the first 8 months of ’39 and pours out another leader- 


ship story for the Journal. 


Here is more of the 100% proof that the Journal is the “man’s 
paper” of Portland. Naturally it should be because it is first in 
bringing them men’s news. The time difference of three hours 
in winter, four hours in summer, between Portland and the 
Atlantic Coast means that our afternoon editions carry closing 
stock quotations, finals of eastern sports events, the complete 
story of the day’s happenings at Washington, D.C., the full day’s 
events in the war zone. For sales-stimulation in alcoholic bever- 


WHAT'S A GOOD PICK-ME-UP 
FOR LIQUOR SALES IN OREGON? 


ages or anything that men buy—use the Journal. 


Over three-fourths of the Journal’s circulation is concen- 
trated in the Portland trading area where more than half of 
Oregon's liquor sales are made. (Source A.B.C. and O.L.C.C.) 


THE JOURNA 


Portland’s Only Afternoon Newspaper 


PORTLAND*?® OREGON 


JOURNAL 
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Baking Industry 
Weighs Plans for 
Expanding Sales 


Customer Research 


Urged to Develop Mar- 


the prime reason for this showing. | 
Proper sales promotion and pub- | 
licity could counterbalance this | 
| prejudice, Dr. Tobey said. 

| The outstanding fact uncovered 
| by research thus far, he observed, 
| is that people want variety in baked 
| goods. They insist on eliminating 
| monotony in eating. Other food 
industries have discovered this and 
the bakers would find it profitable 
to follow suit, he said. 

Advice from a field far removed 
|from bread — gasoline — was sup- 


——— 


Getting Personal 


Hearst Magazines, Inc., played host to automotive executives at a 
party at the Stork Club at which such motor bigwigs as W. S. Knud- 
son of General Motors Corporation, R. T. Keller of Chrysler Corpora- 
tion, Byron C. Foy of De Soto division of Chrysler, H. J. Klingler of 
Pontiac division of General Motors and Paul G. Hoffman of Stude- 
baker Corporation were lampooned in a hilarious lantern slide pres- 
entation and in a gag publication patterned after the Police Gazette... 

Powel Crosley, Jr., prexy of Crosley Corporation, suffered internal 
injuries when he fell from a horse while riding on his Indiana estate. 


—_ 


Spectacular Color 
Printing Marks 


Art Treasure Book 


New York, Oct. 18.—Pouring int 
the pages of a single 592-page vo]. 
ume the cultural heritage of almost 
a thousand years, Simon & Schuster 
has issued what is considered one 
of the most magnificent achieve. 
ments ever credited to the graphic 
arts. Called “A Treasury of Art 


Although he owns the Cincinnati Reds, and the mishap occurred 
shortly after the world series ended, it is vehemently denied that 
there was any connection between the subjugation of the Reds at the 
hands of the Yankees in four straight games and the club owner’s 


ket for Bakers’ Goods | plied by Frank W. Lovejoy, sales 
| manager, Socony-Vacuum Oil Com- 
New York, Oct. 18.—Determined | pany, who told the bakers his com- 


Masterpieces,” the book contains 
full-color letterpress reproductions 
of 144 of the world’s great paint. 


by salah Dot Maan iad 


to extend its merchandising objec- 
tives beyond the universal accept- 
ance of bread as a basic food, the 
American Bakers Association this 
week devoted its convention to a 
careful review of the promotion 
techniques of other industries with 
a view to adapting such ideas to 
the baking field. 

With the convention geared to 
the slogan “progress through re- 
search,” several speakers urged the 
bakers not to limit their study to 
the solution of technical problems 
involved in producing a better and 
cheaper loaf, but to find out what 
people want in bread and to give it 
to them. 

That such consumer research is 
not entirely alien to this field, 
which does an annual business of 
$1,500,000,000, was indicated by Dr. 
James A. Tobey, nutrition expert of 
the American Institute of Baking, 
who reported that about 50 surveys 
of public attitudes toward bakery 
products have been’ undertaken 
during the past 10 years. Few of 
them, however, have been made by 
bakers, magazines and newspapers 
having conducted the majority. 


Buying Habits Described 


A sifting of these studies revealed 
several salient facts. Dr. Tobey 
pointed out that 98 per cent of the 
people like bread and eat it every 
day, but only about 87 per cent 
consume it at every meal. Between 
70 and 90 per cent of the popula- 
tion eats white bread, but it varies 
in favor in different localities. In 
cities 98 per cent of bread used in 
the home is purchased from the 
baker or grocer. While in rural 
areas this figure is naturally lower, 
it is still an impressive 75 per cent. 

Dr. Tobey declared that bakers 
and manufacturers of toasters are 
overlooking a good bet in not em- 
phasizing the qualities of toast, 
which the studies showed to be 
extremely popular. Manufacturers, 
he said, have been short-sighted in 
giving all their attention to the 
beauties of the toaster, without cre- 
ating a desire for the product it 
makes. 


Home-Baked Pies Prevail 


One section of the baked goods 
industry that is still strong on the 
home front is pies and cakes. Only 
about 25 per cent of the people 
interviewea purchased these prod- 
ucts from a baker. 
the nature of the ingredients in the 
commercial product was given as 


KAUFMANN & FABRY CO 


TELEPHONE + HARRISON 3135 


Suspicion as to | 


| program during the next year. 


| pany had stepped up sales recently 
25 per cent by going out and asking 
people what they wanted in a gaso- 
line and then giving it to them. 


Service the Prime Factor 


The Socony executive ridiculed 
the idea that the big names in the 
bread business are pushing out their 
smaller competitors merely because 
of size. “The American public,” he 
declared, “buys from the company 
that serves it best.” He urged his 
audience to apply common sense to 
its merchandising and not to give 
excessive details of bread baking in 
sales promotion, but to tell the cus- 
tomer what the product will do for 
him. 

Dr. Claude Robinson, president, 
Opinion Research Corporation, told 
the bakers that a knowledge of 
what the public is thinking is not 
the exclusive province of politi- 
cians. He warned against an indus- 
try which “overstays its formula,” 
without gauging the public’s reac- 
tion. 


All-Year Club 
Makes New Offer 


to Winter Tourist 


Los Angeles, Oct. 18.—The All- 
Year Club of Southern California 
today disclosed plans to follow up 
a record summer season with a 
winter tourist campaign emphasiz- 
ing the new attractions of “person- 
alized” vacation service. 

The schedule includes full pages 
in Life, National Geographic, The 
Saturday Evening Post and Time. 
First copy appears this month. 

Copy will point out that the All- 
Year Club “not only tells you how 
to get here but also designs a ‘cus- 
tom-made’ vacation for you when 
you arrive.” The first step is the 
mailing of an informative booklet 
on Southern California. A more 
elaborate guide book is given the 
tourist on his arrival. A _ visitors’ 
bureau in downtown Los Angeles 
offers the services (free) of “Wel- 
comettes,” described as “courteous 
young ladies who help you work 
out a vacation that fits your own 
particular taste.” Free guest cards 
to many places of interest are also 
provided. 

Keep Up With the Carters 

All-Year Club copy is further 
personalized in a cartoon-style story 
of Mr. and Mrs. Carter. A typical 
jinsertion is headed “The Carters 
Cut Loose.” It tells why the Car- 
ters decided to get away 
all in Southern California, what | 
they expect to see and what they 
think the trip will do for their 
health and dispositions. This tech- 
nique has been successfully used 
before by the All-Year club although 
not on this same theme. A previous 
campaign utilized cartoon-style 
‘opy to let the tourist himself sing 
the praises of the land and sun- 
shine, with the native Californian 
pictured as his auditor. 

Lord & Thomas is the agency in 
charge. 


Releases Fall Schedule | 


The fall advertising schedule of | 
Heneph Corporation, New York, 
featuring Sulpho-Kaps, a remedy | 
for the relief of arthritis, comprises | 
300 weekly and 200 daily newspa- | 
pers. Jasper, Lynch & Fishel, New 
York, directs the account. 


Complete Building Plans 
Sorg Paper Company, Middle- 
town, O., manufacturer of four- 
drinier and cylinder papers, plans 
tc complete a $250,000 improvement 


from it} 


accident. .. 


PAY HONOR TO MARCO MORROW 


& 
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At the testimonial luncheon to Marco Morrow, a feature of the Agricultural 
Publishers meeting, are (left to right): Glenn Snyder, Station WLS, Chicago; 
P. L. Thomson, Western Electric Company and ABC president; Mr. Morrow, who 
is vice-president and assistant publisher of Capper Publications; W. H. Cowles, Jr., 
Pacific Northwest Farm Trio, and Victor F. Hayden, APA executive secretary. 


Lenox R. Lohr, boss of National Broadcasting Company, is writing 
a book on television. McGraw-Hill Book Company will publish it 
next spring under the title, “Television Broadcasting: Production, 
Economics, Technique.” The foreword will be by David Sarnoff, presi- 
dent of RCA... 

Tom Luckenbill, radio contact man on the Lux account at J. Wal- 
ter Thompson Company, will be contacting a preacher on Nov. 18. His 
bride-to-be is a Washington Junior Leaguer whose father was for- 
merly U. S. minister to Rumania... 

Paul Watson, v-p of Ruthrauff & Ryan, addressed the Agate Club 
of Chicago Oct. 16. His speech was off the record, and the maga- 
zine men are still talking about it. .. E. J. Baker, publisher of Farm 
Implement News, holds some kind of record, having served this publi- 
cation continuously for 58 years. The third generation of the family 
is now represented, Paul Baker having joined the staff recently. . . 

William Wallace, advertising manager of the Toronto Star, who 
attended the convention of the Newspaper Advertising Executives 
Association in Chicago, said that the question of a Canadian Expedi- 
tionary Force hinges chiefly on Congressional action on repeal of the 
embargo. If repeal fails, Canadian man-power will be needed at 
home in the production of material for Britain in its prosecution of 
the war. .. The NAEA uncovered a talented spinner of yarns in the 
person of Donald Coleman, circulation manager of the New Orleans 
Times-Picayune. . . 


WINGS FOR DOCTOR I. Q. 
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Scene at the second Manufacturers’ Food Exposition recently held in Omaha. 


Second from left is Dr. |. Q.," radio quizzer who holds forth for Mars, Inc., but 
better known to the advertising fraternity as Lew Valentine, vice-president of 


Grant Advertising, Inc., Chicago, agency for Mars. With him are members of 

the manufacturer's and distributor's sales organization. The show, promoted 

officially through Station WOW, drew 46,300 people in a week, an increase of 
15,000 over last year. 


Jim Peck, director of research, McGraw-Hill Publishing Com- 
pany, was married last week, but intends to defer a honeymoon until 
spring. . . Frank B. Noyes, president of the Washington Star, was 
awarded a bronze plaque by the National Committee for Music Ap- 
preciation. . . 

Cecil C. Agate, a.m., Piel Brothers brewery, was elected com- 
mander of N. Y. Advertising Men’s Post, American Legion, as was 
predicted here. . . Ken Griffiths, of Arthur Kudner, and Bob Block, of 
Grey Advertising Agency, are looking for two more agencies to 
complete the lineup for the fifth agency basketball league season, 
which starts Nov. 13... 

Douglas Leigh, youthful electrical spectacular man, was served 
with a summons by Gotham cops for blocking traffic and causing a 
disturbance on Broadway. His offense was hooking up a radio 
receiver set on the Gillette Safety Razor Company sign in order to 
air the world series broadcasts, sponsored by Gillette. The policeman 


who arrested Leigh for making too much noise turned out to be hard 
of hearing. . . 


ings, from the early Renaissance tp 
the present day. 

The book is the result of six years 
of research and experimentation 
and represents one of the most am- 
bitious color printing projects of 
recent years. Under the supervision 
of Conde Nast Publications, which 
also handled all plate-making and 
printing, photographers were as- 
signed to the galleries and churches 
which house the masterpieces to 
photograph the works of art directly 
in color. This work was carried on 
in cities in the United States, Eng. 
land, Scotland, France, Italy, Switz- 
erland, Belgium and Holland. The 
technical staff consisted of 20 ex- 
perts. 

In at least one instance—the 
Michelangelo frescos in the Sistine 
Chapel of the Vatican—permission 
was obtained for the first time to 
photograph the works directly in 
color. The assignment involved con- 
struction of scaffolds 55 feet high 
at different points in the chapel. 


Print 75,000 Copies 


The magnitude of the production 
job is reflected in the fact that more 
than 700,000 pounds of paper were 
used in manufacturing the first two 
printings. Incidentally, the original 
plan was to print 50,000 copies, but 
this was augmented by a _ secon 
printing of 25,000 copies before the 
official publication date. Nearly) 
14,000,000 separate plates, of which 
2,000,000 were discarded as below 
standard, were inspected by Conde 
Nast engravers during the five- 
month period of the book’s manu-) 
facture. 

The book itself, is in reality, an 
art gallery in print, representin: 
the cumulative treasures of thé 
world’s outstanding art collections 
The price is $10. 


ne eee 


Lists New Color Rates 


Macfadden Detective Group, Nef 
York, has announced a reduction = 
its inside color rates, effective wit 
the January, 1940, issues. Accord 
ing to John F. Schiller, advertisin 
manager, the use of color has it 
creased during the past year am 
the saving in production costs is be 
ing passed on to advertisers. 


Ritz Salons to Kimball 


Charles of the Ritz, New York 
has appointed Abbott Kimball Com 
pany, New York, to direct the at 
vertising of its beauty salons = 
New York, Los Angeles and Mi 
waukee. Class magazines will ® 
used for a campaign. 


John J. Gillin, Jr.. Mg™ 
John Blair Co., Representatv® 
Owned and Operated by Lis 
Woodmen of the Worla © 
Insurance Society 
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} CAUGHT AT AGRICULTURAL PUBLISHERS MEETING 


Caught in a happy frame of mind at the annual meeting of the Agricultural 

Publishers Association in Chicago last week are (left to right): Charles E. Sweet, 

Capper Farm Papers and APA director; Sterling E. Peacock, vice-president and 

general manager of N. W. Ayer & Son, Chicago, and W. H. Campbell, formerly 
secretary of the APA. 


Another group at the Agricultural Publishers meeting are, in the usual order: 

Victor F. Hayden, executive secretary of the APA; Col. B. Morgan Shepherd, 

Southern Planter and an APA director, and Joseph P. Eves, Western manager 
of Meredith Publishing Company. 
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i FIC Charges Hit 
‘3 More Companies 
‘in Tobacco Field 


the Washington, D. C., Oct. 17.—Most 
‘ons fam Of the violations of the Robinson- 

Patman Act charged against seven 

other leading tobacco manufactur- 
ers were also attributed to the 
American Tobacco Company, Lig- 
New 8ett & Myers Tobacco Company and 


yn it} .>'ePhano Brothers in three more 
wit »COmplaints issued by the Federal 
cord-§ | Trade Commission. 

tisint All three of the companies were 


s iB charged with discriminating in 
price between different purchasers 


of products of like grade and qual- 
ity by including free goods in ship- 
ments to certain preferred custom- 
ers. They also discriminated in 
York® “edit terms, the Commission 


Com charges, some jobbers being allowed 
“® onger than the standard ten days 
ns “® “ithin which to earn the 2 per cent 
cash discount. 


ill The FTC charges that the three 
___ ©™Mpanies also compensated certain 
—~ “stributors, such as chain stores 
nd other retailers, for furnishing 
‘rvices and facilities such as 


unter and window displays, such 
vayments not being available to 
ther competing outlets. 


Finally, the complaints allege 


af 


is 


DAYS 
«2 eens cas Uhewr shadows. 


No change in programming or 
Poucy. Better service to Met- 
ropolitan New York including 
‘ts 6,982,635 foreign citizens 
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the relationship of seller and cus- 
tomer between themselves and re- 
tail tobacco distributors by means 
of their many dealings through 
salesmen or missionary men. In 
the case of Liggett & Myers the fol- 
lowing illustration is given: 

“On Jan. 12, 1939, one of the com- 
pany’s missionary men sold to In- 
dianapolis retail distributors ‘not 
on the direct list’ Velvet Tobacco at 
$1.12 a dozen, with one package 
free with each dozen, or at approxi- 
mately $1.03% a dozen, when its 
standard price to jobbers in that 
city was about $1.12% per dozen. 
It is alleged that Liggett & Myers 


| thus sold to such retail distributors 


at a lower price than it was selling 
the same tobacco in the same and 
larger quantities to Indianapolis 
jobbers. Such retailers, it is alleged, 
were thus enabled to sell at ten 
cents each package of Velvet To- 
bacco advertised as ‘the regular 15- 
cent size.’” 


Grocery Stores to Sell 
.) s ”s 
“Everywoman’s Magazine 

Everywoman’s Magazine, a new 
monthly publication issued by 
Francis H. Leggett & Co., New 
York, wholesale grocer, has been 
distributed in sample form to retail 
grocers, for distribution at three 
cents a copy. 

Everywoman’s contains news, fic- 
tion, feature articles, movie pre- 
views and recipes. The outside back 
cover contains a color advertise- 
ment listing prices of nationally 
known grocery products, including 
Leggett brands. Space at the bot- 
tom of the page is reserved for the 
individual imprint of each grocer. 


To Move WNBX 


The Tri-State Broadcasting Cor- 
poration, operating Station WNBX, 
Springfield, Vt., has been authorized 
by the Federal Communications 
Commission to move the station to 
Keene, N. H., and operate on its 
present frequency of 1260 kilo- 
cycles, with power of one kilowatt 
unlimited time. 


J]. G. Lewis Joins Dreher 


James G. Lewis, formerly mar- 
keting counsel for Topics Publish- 
ing Company, New York, has joined 
Monroe F. Dreher, New York, as 
vice-president. He was previously 
Eastern manager of the advertising 
department of Scripps - Howard 
Newspapers. 


Farm Publishers 
Hear Analysis of 


Farmer as Consumer 
Cowles, Other Officers 


Re-elected; Two New 
Directors Named 


Chicago, Oct. 18.— Advertisers 
must continue to study the farmer’s 
social and economic characteristics 
if they are to reap their fair share 
of rural sales, P. M. Cramer, direc- 
tor of the research department of 
Campbell-Ewald Company, Detroit, 
told the Agricultural Publishers 
Association at its annual fall meet- 
ing here today. 

W. H. Cowles, Jr., Pacific North- 
west Farm Trio, was _ re-elected 
president of the association. All 
other officers were also re-elected. 
A highlight of the day’s activity 
was the testimonial luncheon for 
Marco Morrow, vice-president and 
assistant publisher of Capper Pub- 
lications, honoring his 30 years of 
service as association director. 


Several hundred publisher and 


agency executives attended the 
luncheon to pay their respects to 
Mr. Morrow, while many others 
unable to be present wired con- 
gratulations. 

Col. B. Morgan Shepherd, South- 
ern Planter, and long-time friend of 
Mr. Morrow, served as toastmaster, 
and Mr. Morrow himself answered 
the honor accorded him with a 
speech in which he admitted that 
“it is nice for a young man mid- 
way in his career to receive this 
recognition.” 

In Mr. Cramer’s informal address 
to the business session of the asso- 
ciation, he emphasized that social 
and economic factors constantly at 
work in rural areas have given the 
farmer these main qualifications: 
He is highly individualistic, inde- 
pendent and capable of making his 
own decisions regarding all classes 
of merchandise that is advertised 
and sold to him. 

“It is therefore necessary,” he 
added, “to present the rural audi- 
ence with those basic facts that it 
must of necessity know, concern- 
ing each product, if satisfactory 
sales and advertising response is to 
be gained. 

“Such basic facts should be pre- 
sented in a short, concise and direct 
manner. No attempt should be 
made to present them in so-called 
‘farmer language’ which does not 


in reality exist and is highly re- 
sented by rural people. ‘Hick 
talk’ is of value only to theater 
audiences being entertained by 
vaudeville comedians.” 

Another speaker at the APA ses- 
sion was Roscoe Wright, chief of 
the information department of the 
Bureau of the Census, a post cre- 
ated only, six weeks ago. Mr. Wright 
presented a general outline of the 
technique decided upon for the 
agricultural census and emphasized 
that, for the first time in history, 
@ special appropriation had been set 
up for an educational campaign. 

New directors elected by the 
association are H. H. Allen, Dakota 
Farmer, and Leslie A. Watt, Poul- 


try Tribune. Charles E. Sweet, 
Capper Publications; Paul Huey, 
Progressive Farmer, and N. M. 


Mathews, Farm Journal and Farm- 
er’s Wife, all of whom had been 
serving in interim terms since 
April, were elected for full terms. 
Three others were re-elected. They 
are Glenn Buck, Nebraska Farmer; 
Tom L. Wheeler, Indiana Farmers 
Guide, and Col. B. Morgan Shep- 
herd, Southern Planter. 


Roman Re-opens Studio 


Paul Roman, consultant art di- 
rector for various agencies, has re- 
opened a studio at 2 W. 46th street, 
New York. 
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Reproduction on Hammermill Offset 
has snap and character. Halftones take 
on an unusual third-dimensional depth. 
Colors are brilliant, sparkling, in per- 


readable. And on this paper you can 
print, economically, work and turn with- 
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HOW TO PRINT YOUR RUSH JOBS RIGHT 


Le gays busy these days. 
are moving fast. You can’t take 


chances on your “‘rush”’ advertising jobs 
going haywire. Play safe. . 


out fear of objectionable show through. 

Send for the new portfolio of com- 
mercial jobs on Hammermill Offset. 
Contains specimens of top-notch jobs 


produced for different advertisers... 


. .. l-color, 


is sharp and 
Free. Mail 


e  eegmante 9 Oe ieee - See 


for your copy now. 


Hammermill Paper Company, Erie, Pa. 
¢ Please send me, free, the Portfolio of Com- 
mercial Reprints on Hammermill Offset. 


folders, booklets, catalogs, broadsides 


2-color, 4-color work... 


“‘unusual’”’ treatments in layout and de- 
sign .. .a warehouse 
of useful new ideas. 
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ADVERTISING AGE 


October 23, 1939 


Old Appeals Gone 
As British Copy Is 
Geared to Conflict 


Ingenuity Shown in De- 
vices Used to Hold 
Consumer Interest 


By F. A. MARTEAU 


London, England, Oct. 4.— 
Although wartime England is still 
in the initial stages of adjusting 
itself to the new conditions im- 
posed on it, a review of advertising 
during the first few weeks of the 
conflict reveals the sweeping 
changes already made and hints at 
many more that are in the offing. 

Those advertisers that find it pos- 
sible to continue their promotional 
activities in the face of severe space 
limitations and other retarding con- 
ditions, have almost universally 
geared their copy guns to emer- 
gency living. Pretty girls in tin 
helmets and civil defense uniforms 
are doing duty for the well-dressed 
mannequins that hitherto paraded 
in advertising layouts. Tonic foods 
emphasize their worth as nerve- 
strengtheners in these troublesome 
times. Advertisers of gas mask 
containers and luminous belts, 
sticks, and other devices for black- 
out safety make their appearance. 

The only government - sponsored 
advertising for recruits to the serv- 
ices thus far concerns skilled work- 
ers—engineers, motor drivers, elec- 
tricians, etc., who are invited to 
continue their trades in the fighting 
forces. The first war-time charity 
advertising is paid for by an an- 
onymous “leading national adver- 
tiser” and is on behalf of the British 
Red Cross and Order and St. John 
Societies who have joined forces as 
in 1914-18. 

According to this appeal, which 
incidentally appears under the sig- 
nature of the Lord Mayor of Lon- 
don, the combined charities suc- 
ceeded in raising £70,000,000 be- 
tween them during the last war. 

In the medical field several prod- 
ucts have likewise adapted them- 
selves to the new conditions. San- 
atogen announces that it is still a 
“war of nerves,” urging the value of 
its product as a nerve food, high- 
lights this significant claim: 

“During the last Great War a 
Cabinet Minister told the House of 
Commons that ‘Sanatogen’ Nerve- 
tonic Food is a national necessity 
for preserving good nerves.” 

Phyllosan (tablet product) has 
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This layout portrays a cross-section of the advertising copy currently appearing in 
to do something different in the way of copy and the results are seen above. 
disappeared. One of the few exceptions is Fry's chocolates, shown above. 


The 


London newspapers. 
strip technique, heretofore very popular in English advertising, has almost entirely 
The war is the least common denominator of practically all advertising copy. 


Blackouts have afforded Schweppes Soda a unique opportunity 


long directed its copy to “men and 
women over 40.” The new head- 
line reads: “Millions Over Forty on 
Active Service,” while copy ex- 
plains that while not scheduled for 
military service, the ‘“over-fortys” 
are nevertheless active to a greater 
degree than in peace time. 

Many medicinal products claim 
that they should be kept in the 
household’s air raid precaution 
equipment. Milton germicide has 
adopted a new slogan “Born during 
the last war— Best during this.” 
Dettol germicide is recommended 
for first aid kits. Germolene heal- 
ing ointment likewise claims that it 
is “the ideal first aid.” Zambuk 
healing ointment is, according to 
the headline, “needed in every 
home” while Zee-Kol claims that it 
is the “only ointment for A. R. P.” 
Vikelp tablet puts forward its 
claim as a means of “banishing 
war nerves.” 

Three other antiseptics — Izal. T. 
Cc. P. and Listerine are advertised 
for use in an emergency. 

Several special offers have been 
made by advertisers who give the 
war as the reason for their gener- 
osity. Thus, Vasco Ltd., hairdress- 
ers of Dover Street, announce a £4. 
4. permanent wave for £2. 12. 6d. 
This offer only applies to women 
who are doing National Service. 

Eagle Insurance Company adver- 
tises a special insurance against in- 
jury during air raids. 

Eucryl tooth powder has 
usual smiling girl, but now 


the 
she 


utility companies in the South's 


centers. 


Advertising rates and full 


Thorough 


“The South’s Own and Only 
Electrical Business Journal’ 


Although the South is largely rural—only 80 towns of 25,000 
or greater population—yet it embraces 31%* of the country’s total 
population, contains 344% of total U. S. farm acreage and produces 
37% of total U. S. farm crop value. 

ELECTRICAL SOUTH is the only publication which assures 
you complete coverage of the electrical contractors, 


dealers and 
small towns, as well as electrical 


wholesalers and utility companies in its metropolitan commercial 


information sent on request. 


ELECTRICAL SOUTH 


ATLANTA, GA. 
Coverage of Specialized 


wears a steel helmet and an Aux- 
iliary Fire Service Uniform. 

Bile Beans’ model also wears a 
civilian defence helmet, and urges 
the reader to “keep smiling — and 
don’t worry.” 

Gold Flake cigarettes picture an 
air raid warden who has “the Will 
to keep cool.” Similar play on the 
word “cool” is used by Bondman 
tobacco. 

Two soldiers appear in an adver- 
tisement by Coro-Shave cream as 
“men with no time to waste.” Fyn- 
non saline shows an air raid warden 
and a woman volunteer “Fit as a 
fiddle on Fynnon.” 

Meritor toothbrushes urge the 
civil defender not to forget his 
Meritor. Macleans toothpaste, fa- 
mous for punning lines, shows a 
military tent with a sergeant who 
asks the lad inside “Did you Mac- 
lean your teeth today?” In the 
second picture the solder pops his 
head out of the canvas and says: 
“Yes, Sergeant!” 

Guinness subjugates the slogan 
“Guinness is good for you” to the 
exhortation “keep smiling.” 

One feature of the British adver- 
tising scene at this moment is the 
almost complete disappearance of 
the strips. Exception to this rule 
is provided by Fry’s, whose adver- 
tising of a chocolate sandwich pic- 
tures the adventures of a reserve 
policeman and his girl-friend in 
the Women’s Territorial Service. 

Pelman Institute, advertising a 


course of memory training, has 
always claimed a big following 
among the “A” classes. Now the 


claim is made that no less than 11 
admirals, 88 generals and 40,000 
officers have taken the course. 

At least three advertisers have 
employed what might be termed a 
“blackout technique.’ Schweppes 
uses a squared-up tint block as near 
black as newspapers will allow 
and into this they have simply cut 
two balloons. Gibbs also uses a tint 
block into which a balloon with 
selling patter has been cut. In this 
case only the speaker’s teeth are 
visible. 

Into another tint block Amami 
has cut a picture of a girl sham- 


pooing her hair and a_ crescent 
moon bearing the legend: “Friday 
Night Is Amami Night.” This is 


one of Britain’s most famous slo- 
gans. Headlines in the same series 
advise women: “Don’t blackout the 
highlights of your hair.” 

True Story and True Romances 
magazines have discovered a black- 
out disease. It is “blackout bore- 
dom.” The remedy is self-evident. 


tCovers 4 and 36 weeks ended Oct. 


Chain Stores Show 
Gain of 14.3% in 
September Sales 


New York, Oct. 17.—September 
sales of 23 major chain stores re- 
ported to ADVERTISING AGE today 
totalled $285,001,684, a gain of 14.3 
per cent over the like 1938 total for 
the same group. All but two of the 
chains scored increases for the 
month, with many of them finding 
that the totals set new records for 
the period. 

The nine-month total for the 
group was 10.2 per cent ahead of 
1938. In this column only one of 
the stores was found to be on the 
minus side. 

Perhaps the most notable among 
the increases was the 25.5 per cent 
gain made by Sears, constituting 
the highest four-week sales total 
ever reported by the company. This 
was discussed in detail in last 
week’s ADVERTISING AGE. Among 
others to report record September 
totals was J. C. Penney with a gain 
of 16.8 per cent. 

The following also scored sizable 
percentage gains: H. L. Green, 10.8 
per cent; McCrory, 13.5 per cent; 


SEPTEMBER SALES OF CHAIN STORES 


9Months % Gain 


1938 


$ 17,542,449 
61,709,966 
20,577,425 
16,229,097 
96,846,180 
54,318,518 


175,905,235 
25,460,775 


26,585,205 
14,121,891 
27,562,236 
38,415,753 
13,237,398 
32,008,257 
165,003,362 
15,556,722 


281,067,306 
32,432,215 


345,472,100 
48,894,373 
261,998,101 
25,148,000 
201,846,132 


% Gain 9% Months 
Sept.,1939 Sept., 1938 or Loss 1939 
Edison 

Stores ....$ 2,334,116 $ 2,360,773 —1.1 $ 18,100,788 
Grant, W. T. 8,235,329 7,640,446 +7.8 66,444,335 
Green, H. L. 2,785,206 2,513,818 +10.8 22,447,456 
tJewel ..... 1,767,643 1,696,629 +4.2 16,649,321 
Kresge, S. S. 12,191,258 11,742,120 +3.8 101,099,857 
Kress, S. H. 6,596,293 6,178,519 ++6.8 55,037,079 
tKroger Groc, 

& Baking Co, 19,512,662 18,119,492 +-7.7 183,390,888 
Lerner Stores 3,134,298 2,740,474 +14.4 27,119,883 
McCrory 

BtOPes .scse 3,354,014 2,954,927 +13.5 28,485,833 
McLellan y 

Stores ... 1,884,933 1,740,149 +8.3 14,889,072 
Murphy, G. C. 3,789,084 3,307,848 +14.5 30,812,637 
tNat’l Tea Co. 4,452,745 4,316,063 +3.2 37,805,859 
Neisner Bros. 1,919,558 1,685,199 +413.9 15,757,521 
Newberry, J.J. 4,428,313 3,927,093 +12.7 34,463,491 
Penney, J. C. 26,137,694 22,378,964 +16.8 181,976,395 
Peoples Drug 

Stores . 1,835,270 1,710,874 +7.2 16,357,457 
*Safeway 

Stores .... 33,180,683 28,840,184 +15.1 293,440,359 
Spiegel, Inc.. 4,313,768 4,851,514 —11.1 33,166,838 
tSears, Roe- 

buck & Co. 62,505,149 49,814,818 + 25.5 424,692,866 
Walgreen Co. 6,107,747 5,608,244 +8.9 51,716,039 
Ward, Mont- 

gomery & 

GC seseeee 44,742,767 38,555,611 +16.0 303,106,311 
Western Auto 

Supplv Co, 3,983,000 3,179,000 + 25.3 31,568,000 
Woolworth, 

F. W. 25,810,154 23,491,433 +9.9 213,022,705 

Total ...$285,001,684 $249,353,692 


*Covers 4 and 40 weeks ended Sept. 30. 
8. 
‘Covers 4 and 40 weeks ended Oct. 7. 
§Covers 4 and 36 weeks ended Sept. 


9. 


+14.3 $2,201,550,990 $1,997,938,696 


or Loss 


+32 
+11 
+9.0 
+2.6 
+44 
+13 


+42 
+6.5 


+71 


+5.4 
+114 


—L§ 
+19.0 
+15 
+103 
+5. 


+44 
+23 


+224 
+5. 
415.1 
+25.5 
+5.5 
+102 


Ward, 16 per cent; Western Auto, 
25.3, and Safeway, 15.1 per cent. 
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Facts and Figures that are 


Worth REAL MONEY fo You 


. . . , s - 
7's ALMOST READY! : “ ms . Plumbing and Heating Market Possibilities by States, 1938 
s . Ypes Buildings Whic Number 
The big 1940 Market Data Book Issue—the most important reference book in the rer ee ne Teme a. x... 
industrial field—is almost ready to go to press, and we invite you to reserve your copy in the Territories Served “Secon” Wember ot permite, et” beating ‘sibititiee 
. z 7 . d ] a a - by 103 Utilities Bureau dwellings Income® 1937+ whole con. im each 
now, so that you won't be disappointe ater. _ pTipeet Inetanations No Mp aad’? [2 “ar Saeoae “Ee 
The Market Data Book Issue is a complete encyclopedia of information that’s in- Siege praia gE Arkanaas ae Rs soe 5.006 5 us 31 
° ° e -. ° . eelGences .......+. 4 Cc orn cebheabeeent 7:10 
valuable to sales executives, advertising executives, advertising agencies, and every busi- ee ee “ 
° oe . ° ° y “4 otal veo BOM 4.83989 1 
ness executive who’s interested in selling and marketing. No one who wants to learn — i=. =m Annual Shipment Svipment eT deste! 
l i 1 k ; f ] i d *ts d } , t ll th k 5 » fF is Barbe ‘ SS tee 3,084,890° 3,494,259) conditionanbers heating. air. 
more about potential markets for his products, and how to se ose markets most effec- Barber and beauty shone 331 1618 43 wie sone ate State = soars 
} pa . Churches . de ti ware 99,675" aa . Connection 3 
tively, can afford to be without this book. Ce ccigeai, LAME | Touah sone tron bath tube, (ieee sags ne Meine nec: teas 
1 ° : . : ‘ ces t : ed irom lave = 2 o* New Hampah i 
The Market Data Book Issue is a big book. Last year’s issue contained 368 pages, Pe a g.z06.ssie 3.748.330 Rhode Ieee nH 
P a ‘ p - * ak a Y "Round Air Conditioning Installations in 110 Cities | jection) 148,864" aust 316° wnesce et, oe a 
9x 12 inches—about as big as the average city’s telephone directory. And it’s jam-packed Sern cnists an Reported by Public Utilities as of January 1. 1838 | uassate, Mth ans" New Soreey"™ ---. t 
mae ‘ . y ° an . . . . sa Districts 4 blic utility lines «eee etee 1 eve Rane 
with information. No “articles.” No “selling talks.’””’ But FACTS and FIGURES that (lactedes only those mene ie ene, eS end Plumbing Contractors 
7 . - Heating Agtive 
means DOLLARS AND CENTS to every sales executive. "Btaqensrt core , we gf ms 8 ta ee ae < 
Aegusta, Maine H ae a eb on nee Number Pore Firm = i eoo) 
=a 7 ar "i Shi sata “re Tae ae 
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An Encyclopedia of Market Information > ake ites weer MAR ORO Nt 
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. . : . . . et WE , na. pour m4 23) 
, TELLS how many manufacturing or sales organizations there are in any field; Provieesce, 5 missing: ping: pombe w* aye gees CRE ee 
“ ° % ° sheet me! : 1 unincorpere! 
how much they sell; what they buy; where these companies are located; what kind | Fiemies Sick tur qrepiare © 
. - ° zs by ° eas -* siaes) ‘ 4039 ot *1ne) - — 
of raw materials, machinery and supplies they use, and in what quantities; how the com- susonreSeetenayene 8am 41 == * Se _ — anes 
° . . . alr COMionere— Ceilins cquivnet ™ » Jap 0Tet 1,436,399 Sov irwinia B 
panies in the industry are organized; the i Senter cain, ats nigh se pwr in ol am wa gesae acon Ht 1h og 
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names of all trade associations serving the Me Sing ene memeeaeyigck FOP, TIF ete east wetihigg BFP: 0.906 stom] wasrmensee coo: gk benaes 
Me j Fi Ids Co d i ; H ae sien, woe ‘vaoreters st gsort poner — Quant? 923.078 1.990.188 10.0 aneae” Cowmnas, 204 abbeees ® 
ajor fie vere industry; and all the information you want cee ng gon ret OO ee ae Oe ssh 30 aon S/T 
= : P re ere . 196.87 A 
in The Market Data Book Issue about the addresses, advertising rates, cir- ' nae... ae | al a tomatic Domestic Heating 
culation and distribution of the business 7 ie Systems and fait. Coa! stokers, 
s sas ‘ 125 Manufacturers, Equipment Booked i. , 
(NOTE: In addition to the broad h ne that fades ' Toran 1996-37 @ (s90)8- 5,000,008 S800] Seats ye 
; : : papers that serve that industry. ] | 4m, Comvrrvoniinia’ Gaatin’aoec 1997 Soy Classi? was 
ld ] d h f ¢ Unit. Systeme— now aL 19m » : 12 gas 
industrial fields listed here, scores o O | | The M 4 | Geceaities cates co, SERRE gains and3) burners 
= ih ae > ~ re >» . iin lot se . — 5 e ' = 
subdivisions of these markets are =e Cae eee Saye BS Cees ERS Ear 1 | consiiqeces costing Snufese m sections)" ints seiigcs: S771 taeee | el on... 
treated separately.) ket Data Book Issue almost as much as his Maman comfort including verngamtiaiation if insaiicg =” “20 — arerlyal ieee, | 30032 
a Industrial (inc! = .- winise for air condi joni) ee 083 
sce eee a as " telephone book; an advertising manager says neering oF ctherwioe Fara hteivatine medium said “617 A re.ag j see. sonar irate 
Advertising and Merchandising he finds the answers to auesti h ts dietrioudeg’ cutlets (not was. te,contractors of sther = ™™ th asa 1A” Date at38108,708 30,000 
Alcoholic Beverages oe oe oe eS va oBMgTuneg? 48 fo,the apvitcation Ne eistie, =e" auch 4nd Air Conditioning tommetio, Heat 
Automotive Industry to know in it almost every day; still another ee sashes Sas Wade Fenner - 
Aviation has cleaned out a whole filing case full of 
Beaki re lal material because all of it is included in easy- 
anking and Financia . ‘ ; : . — aoe ae 
Beauty Shops, Toilet Articles to-find form, in this one handy book. OOK at the statistical tables above, reproduced from the “Air Conditioning, 


Bottling, Beverages, Soda Fountains Plumbing, Heating and Ventilating’ section of the 1939 Market Data Book 


Brewing and Malting What The Market Data Book Issue. If you are interested in these fields, wouldn't these statistics be worth REAL 
Brick and Clay Products ' 


. IBY sane? 
Building Issue Contains MONEE to yoo! a aan 
Business Equipment and Supplies — The same type of authoritative market and statistical data as that shown here 
Canned Foods, Fisheries ig IS IMPOSSIBLE to tell you, in this appears in the beok for almost 90 different industrial fields and several hundred 
“aa brief review, about all the helpful, useful subdivisions. (See list of major fields covered by the book, as shown at the left.) 
Chuatienh Wansnen, teitasietes material included in The Market Data Book And that isn’t all. Tabulations and statistics like those shown here are only a 
Cleaning and Dyeing Issue. but briefly, the book contains three portion of the factual, valuable material presented for each field. In addition there 
Clothing, Men’s and Boys’ broad types of statistical and research ma- is a competent discussion of buying habits, organization of the field blicati 
X , ‘ » publications 
(imei <n terial: serving the industry, etc. For example, the section covering “Air Conditioning, 
Confectionery 1 The basic information about every mar- Plumbing, Heating and Ventilating’ actually contained 11 full pages packed with 
oy jg ee he nga ket, such as total value of products pro- essential basic market and media information. 
rugs, Froprietaries duced; number of manufacturin lants ; 
— . ; g plants; 
Dry Goods, — General number of wholesale and retail outlets; dis- A Whole Marketing Library in Itself 
Electrical tribution of sales volume and plants by states; a 
Electronic Industries a list, including number of units and dollar fhe Market Data Book Issue can be truthfully described as ‘‘a complete marketing 
a value of products made and sold; types of library in one volume.” There is nothing like it in scope, in completeness, in useful- A 
aint Tieceetiog actpanent machinery, materials and supplies used in ness, in ease of reference. It answers thousands of questions about markets and 
Florists, Seeds the industry; buying habits of the industry ; poae: Npr — on “wry tiga ai of a ges oe pape the s 
. our Milling busiest season of the year, etc.. ete. work of minutes instead of days. You nd yourself referring to it constantly— x) 
ood Manufacturing and Distribution Thies materis ane ie. a 77 etting the answers to your own problems and those of your associates with lightnin 
Freight Traffic, Shipping, Warehousing rial appears for almost 90 dif 8 P y g 8 
Sanevel Wicestom ferent basic fields, and is further broken speed. 
Furniture and House Furnishings down by divisions of each industry, so that 
dante — —_ in all several hundred kinds of business— How to Get Your Copy 
acalitiagn including every type of industrial activity you The Market Data Book Issue is a regular issue of “Industrial Marketing,” the 
Hospitals, Nursing, Institutions can think of—are presented. monthly magazine devoted exclusively to the problems of merchandising, selling and 
— bewig wera Clubs Every detail you want to know about advertising to industry. The subscription price of “Industrial Marketing,” including 
ndus allman ution every business paper serving any par- the 368-page Market Data Book Issue, is only $2 for a full year. There is no other 
Iron and Steel, Other Metals and ticular kind of business, including name and way you can get this “marketing encyclopedia.” 
— a waa address of publication, subscription price, The Market Data Book Issue alone will save you many, many times $2 in time 
Jewelry and Optical Goods circulation, frequency of iss ivertisi and effort, and in information service, during the coming year. With the addition 
Knit G “ — i ’ q y of issue, advertising a ’ ’ me dey ere toe : 
nit Goods, pee oad and Hosiery rates, size of page, year of establishment, of 12 monthly issues of “Industrial Marketing,” bringing you the newest ideas and 
Lumber classification of readers by titles or by the the most authentic discussions of selling, marketing and advertising each month, you 
— rey :' kind of business they’re engaged in, and get a complete and well-rounded information and idea service that will be of invalu- 
Manufacturing Industries other essential inf ati abl ssistance to you and every one in your organization who is interested in the 
Mestan Shinai: team Desks ier al ormation. able assistanc you y y § 
Meat Sacinn, te-Pecdats ' This material also covers some 90 basic selling end of the business. 
Medical, Dental fields, plus 100 or more subdivisions of these Only enough copies of The Market Data Book Issue are printed to supply those 
eng t. ef mg Mining basic fields, so you can tell at a glance which who have ordered in advance. The issue will go to press within about 10 days, so ee 
aan alte publications cover any particular business send in your order today. Use the order blank on this page to make sure that you | 
Oil, Petroleum : you may be interested in. get YOUR copy! 
Pai ae isl 3 A complete descriptive list of market te thin hbo Mmmnmewnenedneanmnhnanaesaeaeeeeaaaeee 
Paper, Paper sec 0 data information which can be secured | 
Photography from business publishers, trade associations | T want the New 1940 
Plastics and other organizations serving each field, so 1 
Printing. Publishi Pa oe eee | Market Data Book Issue! 
“ Pusher ii tion of any market, and you will know ex- 
Radio, Phonographs, actly whom to contact to get the information | 
Musical Instruments you need, i ' . KETINC E. Oh Ch 
Railroads INDUSTRIAL MARKETING, 100 E. Ohio St. icago: Enter my sub- 
ea ta ; P , , , ge y 
Retviqueating Tatuntetes Nothing Like The Market Data | scription for one year, beginning at once, and see that I get my copy of 
Sheet Metal and Warm Air Heating Book Anywhere Else! | the 1940 Market Data Book Issue as soon as it is off the press. 
Shoes and Leather 
Soaps, a, mgd Products HERE IS no other encyclopedia of mar- 0 #2 enclosed 0 Send me a bill 
“I “Textiles” — keting information that contains anything \ 
Tires and Rubber like the wealth of statistical and research SFR nko dc.0secpensenecauedsencewsesepndusehesn erecta 
Tobacco , material covered by The Market Data Book 1 
teeg Bete Issue. For almost 20 years it has been the! Company .......--s0ccss+eeecseeesseeeeeeestseeenseeeneeeneeens 
Women’s Garments, Millinery acknowledged authority in its field—used by ! 
Wood-Working ; thousands of sales, marketing and advertising I ae 
! REBIEEE cc cceccaccceceshcseedneseccdeccedpsneeeseseaseeseneeeen . 
— executives, and by advertising agencies. ' 
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ADVERTISING AGE 


October 23, 1939 


Advertisers and - 


Media Laud ABC on 
Silver Anniversary 


Contributions to Adver-. 
tising Recounted at 


Chicago Meeting 


Chicago, Oct. 19.—With the com- 
pletion of a quarter century of ser- 


vice to advertising, the Audit Bu- | 


reau of Circulations, whose work is 
duplicated even today in only a few 
other nations, arose and took a bow 
today at the opening of its 25th an- 
nual convention at the Stevens 
Hotel. Many were there to applaud 
and every branch of the advertising 
field sent its emissaries to pay trib- 
ute to the now mature organization. 

The list included Allan T. Preyer, 
vice-president, Vick Chemical Com- 
pany, and chairman, Association of 
National Advertisers; Allen L. Bill- 
ingsley, president of Fuller and 
Smith and Ross, and chairman, 
American Association of Advertis- 
ing Agencies; Norman S. Rose, 
Christian Science Monitor, and 
president, Advertising Federation of 
America; Walter M. Dear, Jersey 
Journal, Jersey City, and vice-pres- 
ident, American Newspaper Pub- 
lishers Association; Mason Britton, 
McGraw-Hill Publishing Company, 
and president, Associated Business 
Papers, Inc.; and Burridge Butler, 


publisher of Prairie Farmer, an or- | 


ganizer of the Bureau. 
Policy of Bureau 


P. L. Thomson, Western Electric 


Company, New York, and president | 
of the ABC, gave some figures in| 


his annual address to reveal the in- 
fluence of the Bureau in the expen- 
diture of vast sums for advertising. 
Mr. Thomson also took advantage 
of the occasion to state the Bureau’s 
policy. It will not, he said, engage 
in any readership surveys, nor will 
it attempt to measure the total 
readership of its members. 

Mr. Thomson said that member- 
ship stood at 2,006, an all-time high, 
at the close of the fiscal year Aug. 
31. While only 221 national adver- 
tisers are members, they are known 
to have spent $79,000,000 in news- 
papers and $63,000,000 in magazines 
in 1938. 

He said that ABC newspaper 
members account for circulation of 
35,380,584, or 89.41 per cent of the 
country’s total, with Canadian mem- 
bers enjoying circulation of 2,098,- 
641, or 94.59 per cent of the total. 
Magazines of the United States and 
Canada reach 92,394,657 subscrib- 
ers, or 78.40 per cent of the reported 


PRINTING 


AILTHORN service is 
Cy complete — Ad-Setting, 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engray- 
ings and press proofs in any 


quantity. Phone Wabash 7820 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


AT THE INLAND PRESS MEETING 


cash with order. 


a 


The rates for this department are as follows: : 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” ang 
“Representatives Available,” 30 cents a line, minimum charge $1. Term, 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 
$4.75 per inch. Write for folder describing discounts for term insertions. 


POSITIONS WANTED 


—} 
POSITIONS WANTED 


: . . 25 years experience in outdoor adver- 
A group at the Inland Daily press meeting (left to right): F. Ward Just, busi- tising. Practical man. Familiar with 


ness manager of the Waukegan News-Sun; Clare Marshall, publisher of Cedar an maser city Sets, bee pat See 
Rapids Gazette, and Gene McGuire, manager of lowa Daily Press Association. hy dy 


large advertiser or agency. Any ter- 
seein ritory. 
Box 1928, ADVERTISING AGE, Chgo. 


total, while business papers have a| converted its circulation checking 


‘ ‘ A penser ; ; . COPY & IDEA MAN 
| total circulation of 2,961,662, while| organization into a media analysis Available Now for 
non-ABC members in that field | department. an Agency or Manufacturer 


claim 7,906,909, the ABC ratio being “Relief from uncertainty about “fl Flety pgp a gg 
only 27.25 per cent. In the farm| circulations,” he said, “relief from Sete tne Riegel ae 
field, ABC publishers account for| the necessity of spending time and| radio. ¢MANUFACTURER: Catalogs, 
4,497,653, or 81.42 per cent of all|energy on checking claims, made A he 
farm paper circulation of the United| that department free to examine] editorial writer. @NEWSPAPERS: 
States and Canada. qualitative aspects of publications,| Promotion work-reporter, editor. 


®PERSONAL: Age 35, married, col- 
May Add Outside Checkup 


to measure circulation trends, andj lege graduate. @SALARY: Secondary 
to plan ahead on space require-| poy" }oh “ADVERTISING AGE, Chgo. 
Mr. Thomson said that buyers of | ™ents. 
advertising are asking for outside 
. . > vm account executive experience, wants 
checkup to supplem¢ nt book audits, “CA. Holland he he: f |to make change. Ten years writing 
and to this end, a committee is in- . A. Holland, the head of our) copy on Food, Brewery, Drug, Agri- 
vestigating the cost and methods.| Media department, gave me this omer, 8 at rm rt ea nao 
. er ‘ motive, Mal rder, other accounts, 
Many buyers, he added, also feel signed declaration on the work of | Now with Chi ago agency. Salary 
that newspapers should show in| the ABC: | Gree Ae to future opportunity. Univ. 
ss s = e 66 6 . " . - —— — rac Age do. 
their publishers’ statements a visual The ABC, in my opinion, has 


®AAAA AGENCY COPYWRITER 
Tribute from Expert —and Radio Commercial Writer, with 


Write 
| Box 1932, ADVERTISING AGE, Chgo. 
: sentati ; -ritor ,.| done an able and commendable job | ————————— oan 
representation of the territory cov is ‘ by ins F ’ , ‘ne : “om je Kidit. 10 yrs. on national publication 
ered and a committee of directors is | 1 stabilizing quantitative circula- | will hance le your magazine or house 
still studying this plan, without hav-/| tion values. We are so accustomed | oe 3 or retainer basis. 
’ | . . ane eres z ‘riter, 
ing adopted any recommendation. to dealing with these stabilized) fox 1923, ADVERTISING AGE, Chgo. 


Mr. Thomson quoted a renvbation | values, thanks to the efficient oper- | 
} 
| 


ation of the ABC and advertising’s | many years, will invest his knowl- 
hin 7 ele ~ ~~ =r. . .e P tte ate av i¢ | edge, experience, ability, acquaintance, 
tirement of Orlando C. Harn as acceptance of its standards, that it | haiping one OF two ambitious mon of 
managing director: | is now difficult to visualize or ap- | character, build and own their own 

. , , — © ane rh} lo business. How much can you invest? 
| ‘“ - aes , nike ‘ > > A 
Mr. Harn’s outstanding and ef-| preciate the chaos _Wwhich existed | spiendid field, give references, full 
| fective efforts in behalf of the Bu-| before it was organized and which} particulars. 

° ° - g° ; Twp =] so! 7 Pe on 

‘reau have been exerted during its| would doubtless exist today if there | ee See See ae a oe 


| adopted by the board in June on re- 


lentire history—for a period of] were no such organization to throw 
| twenty-five years. During the last| light on circulation figures. subversive material in the schools.” 
| thirteen of those years he has been| “ ‘All national advertisers should; He closed by stating that the 
‘the managing director. During the| stand morally and financially back| Audit Bureau has “written a splen- 
|preceding twelve years, however, al-| of the ABC in the fine work it is} did record of achievement.” 
though serving without compensa- | doing to make it possible for adver- Emphasis on Quantity 
tion, as president of the Bureau, his} tisers to know what they are buying 
time, energy, and ability were de-| when they buy publication space.’ "| Mr. Butler absolved advertisers 
| voted without stint to the building Mr. Britton said that a common) from any effort to attempt to edit 
of the bureau. His services have | complaint among business papers is| farm papers, but said that the very 
| been extraordinary and valuable,| that ABC statements carry less | conditions under which advertising 
| and this committee strongly recom-| weight with agencies than do those | is organized call for quantity circu- 
|'mends such recognition of these| of other media. He asked for more) lation, with quality held secondary. 
| services to advertising and publish- | cooperation in this respect. The “IT believe that emphasis on the 
|ing as is embodied in the present} ABC is less well known in the in-| milline to be a mistake because it 
| recommendations.” dustrial than in the general field,| deals with advertising quantita- 
indicating a task for the promotion | tively,” he said, “and does not con- 
committee. He concluded by as-| sider the quality of circulation. Nor 
Mr. Harn, recently succeeded by | serting that the business press sub- | is the publisher to blame for push- 
| James N. Shryock, will continue to| scribes to the high ideals estab-| ing up his circulation, because un- 
|act as advisory counsel to the Bu- | lished by the Bureau, and salutes| der the system he must get an ad- 
reau, Mr. Thomson announced. | those who made this great coopera- | vertising rate sufficient to meet ris- 
Mr. Preyer paid tribute to the| tive project possible. ing costs.” 
ABC which he said has made it Mr. Dear said that the ABC rep- Mr. Butler urged the ABC to 
possible for the Vick Chemical! resents a great achievement. He| recognize and bring to the attention 
Company to expand its business| tendered the congratulations of the| of advertisers, the difference be- 
from the hamlet in which it started| American Newspaper Publishers} tween quality and quantity circula- 
to its present status as a national! Association on its 25th anniversary.| tion sold by high pressure. The 


Continues as Advisor 


distributor ’ farm publisher asserted that radio 
eration ; Roe ; 

“For a reason which you may not Work of Feders is doing a better “editorial job” 

suspect,” he said, “we at Vick are| Mr. Rose declared that the Ad-| than many publications. He also as- 


conscious every day in the year of| vertising Federation of America| serted that the Bureau should place 
the fact that the Bureau has hastened formation of the ABC by| more emphasis on the subscription 
brought order out of chaos in Amer-| its early discussions of the necessity | prices of the papers it audits, so 
ican advertising. The reason why | of honest circulation figures. Dis-| that those getting a reasonable fee 
plishment is this: Ours is an inter-| Mr. Rose said that the Federation | penalized by comparisons with those 
national business and we are con-| has decided to take the leadership | selling for a trifle. 
tinuously conscious of contrasts in| in this drive, and create associa-| i ia 
American business practices with | tions where none exist today. The | “Post” Promotes Starr 
those in other countries. only objectionable feature to this ; 
. . |movement is the destructive ele-| Larry Starr, who has been in 
Cites Value of ABC a4 Pott aneese ra . charge of the automotive advertis- 
ment which has inserted itself into]: , 
” , =F . . He ing of the New York Post since 
“Today we do business in more | key positions, he said. That is what) 1935, has been appointed national 
than 70 nations. We advertise in| the AFA will combat. ‘advertising manager. He was pre- 
those countries. If you knew space-| The Federation’s first specific at-| viously associated with the New 
buying conditions in America before} tack was on a textbook written by | York Times. 
and after the Audit Bureau, and if| Harold Rugg, of Teachers College, — —— 
you bought advertising today in 70) Columbia University, allegedly used | “Lettering” Published 
countries ‘in none of which, with] in 4,200 schools. — J. Albert Cavanagh, New York 
the exception of England and some | “We published a strong criticism artist, has written and published 
of the Scandinavian countries there| of this book and sent a copy to| “Lettering.” A spiral-bound hand- 
| exists any institution remotely re-| every daily paper in the United | book primarily intended for pro- 
sembling the ABC—you, too, would! States,” said Mr. Rose. “There has| fessional lettering artists and 
be conscious that the Audit Bureau! been a definite public reaction in| Students, it is also designed to aid 
is the foundation stone for confident! many communities against the use purchasers of hand lettering. 
|and orderly buying of space.” of this particular book. Next we : 
| Before formation of the ABC, Mr.| will go after other textbooks by 
| Preyer said, Vick maintained its|name and we are confident of 
/own miniature Audit Bureau. After) awakening educational authorities 
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TORONTO 
MONTREAL 
WINNIPEG 


’ . 
ithe ABC took this work over, Vick! to the danger of permitting use of | paar 


EDITORIAL ASSISTANT 
Iam a young woman determined t 
be helpful to some busy editor. PFigh 
years trade and specialty magazine 
experience—editing, writin articles 
make-up, proofreading. Also secre. 
tarial. 
Box 1930, ADVERTISING AGE, N, y 
ADVERTISING SPACE SALESMAN 
experienced man, wide acquaintance 
wants Eastern representation of lead. 
ing publication or position as sales. 
man or manager Eastern office. 
Box 1931, ADVERTISING AGE, N, y 


HELP WANTED 
Advertising Manager wanted by pub. 
lisher of monthly magazine with halt 
million A.B.C. circulation. He mugs 
have sales and merchandising experi. 
ence, with ability to guide, back-y 
and stimulate salesmen. Wide ae. 
quaintance with advertisers and agen. 
cies is necessary. Give full particu. 
lars as to age, education, past experi. 
ence, and nationality. 

tox 1927, ADVERTISING AGE, N.Y 
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SPECIAL SERVICES 
CURTAILED BUDGETS 
can still afford economical Photo- 
Offset for all sorts of Pictorial Adver. 
tising Material, Booklets, Brochures 
Bulletins, Testimonials, Catalogs 
Charts, Diagrams, Direct-Mail Pieces 


| Sales Letters, etc., etc. 


Successful trade paper publisher for | 


No typesetting or engraving costs 
anything previously printed can be 
reproduced. 

SHORT RUNS NO PENALTY 

500 Copies (8%x11") $2.63 
Additional hundred copies only 2% 
Even lower prices for quantity orders 
Any size supplied. Free Instructive 

Manual on request. 

Laurel Process, 480 Canal St., N. Y.¢. 
In New York City and Metropolitar 
Area, a trained representative wi 
call on request. Just phone WaAlker 
55-0526. No obligation, of course 


STATEMENT OF 
MEN 


THE OWNERSHIP, MANAGE. 
T, CIRCULATION, ETC., REQUIRED BY 
CTS OF CONGRESS OF AUGUST &, 


THE A 0 

1912, AND MARCH 3, 1933. 

Advertising Age, published weekly at Chicago 
Illinois, for October 2, 1939. 

State of Tlinois? ., 
County of Cook 5 ™ 

tefore me, a notary public, in and for the Stat 
and county aforesaid, personally appeared G, | 
Crain, Jr., who having been duly sworn according 
to law, deposes and says that he is the publish 
of Advertising Age and that the following is, to Wt 
best of his knowledge and belief, a true stateme 
of the ownership, management (and if a dal! 
paper, the circulation), ete., of the aforesaid pw 
lication for the date shown in the above caption 
required by the Act of August 24, 1912, as amends 
by the Act of March 3, 1933, embodied in seco 
537, Postal Laws and Regulations, printed on & 
reverse of this form, to wit: 

1. That the names and addresses of the pub 
lisher, editor, managing editor, and business ma 
agers are: 

Publisher, G. D. Crain, Jr., Chicago, Ill. 

Editor, None. 

Managing Editor, Irwin Robinson, Chicago, Dl 

Business Managers, None. 


2. That the owner is: (If owned by a corpo 
tion its name and address must be stated and a® 
immediately thereunder the names and addresses 
stockholders owning or holding one per cent 
more of total amount of stock. If not owned 0 
a corporation, the names and addresses of the 
dividual owners must be given. If owned by a fm 
company, or other unincorporated concern, its nam 
and address as well as those of each individus 
member, must be given.) 

Advertising Publications, Inc., 100 E. Ohio & 
Chicago, Til 

G. D. Crain, Jr.. Chicago; Kenneth C. Cras 
New York; S. R. Bernstein, Chicago; 0. L. Brus 
Chicago; M. E. Crain, Chicago; E. Kebby Ham 


we don’t forget this basic accom-| cussing the consumer movement,| from the subscriber would not be | 


Jessie W. Crain, Chicago 
3. That the known bondholders, mortgagees, © 
| other security holders owning or holding 1 per cent 


more of total amount of bonds, mortgages, or 0 
securities are (If there are none, so state.) 

None 

1. That the two paragraphs next above, sivis 
the names of the owners, stockholders, and secur 
holders, if any, contain not only the list of 
holders and security holders as they appear up 
books of the company but also, in cases where | 
stockholders or security holder appears Up — | 
books of the company as trustee or in any pe 
fiduciary relation, the name of the person o © 


poration for whom such trustee is acting, '* give 
also that the said two paragraphs contain * . 
ments embracing afflant’s full knowledge and b# 
as to the circumstances and conditions under — 
stockholders and security holders who do not & 


|; pear upon the books of the company 4* trustee 
held stock and securities in a capacity other a? 

| that of a bona fide owner; and this afflant has ® 

| reason to believe that any other person, associat 


or corporation has any interest direct or ndirect ° 
| the said stock, bonds, or other securities than © 
stated by him 

G. D. Crain, Jt 
Publishet 
and da 


} Sworn to and subscribed before me this 
of October, 1939 


(Seal Ellen Kebby Hamlls 
My commission expires May, 1943 


MAILING SERVICE 


Multigraphing — Filling-9 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 
CHICAGO 
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Gripes’ of Media 
Given an Airing 
by Agency Chief 


(Continued from Page 1) 


evening papers—only papers with 
the largest total circulation—only 
papers with the largest city circu- 
lation, ete., etc. They hew so closely 
to these formulas that they over- 
look individual variations of news- 
papers in communities to the im- 
pairment of good advertising value. 

4. Agency space buyers are 
always on the defensive and there- 
fore frequently select the paper 
which they believe easiest to de- 
fend. 

5. Agencies do not take the 
seller of space into their confidence 
and thus try to increase their store 
of knowledge regarding the paper 
which the seller represents. In 
most cases, the agency defends a 
selection already made. 


Intangibles Overlooked 


6. Space buyers never get the 
real “feel” of most papers. They 
lack the benefit of the intangible 


reasons for the selection of one 
paper over another, which local 
people, more familiar with the 


different newspapers published in 
their own community, instinctively 
feel. 

7. Agencies should place more 
value on the analysis of department 
store figures (some newspapers say 
Too much consideration is 
given to total department store fig- 
ures, Which are extremely mislead- 
ing. 

8. Too often large appropria- 
tions are given to space buyers who, 
with nothing more than a superfi- 
cial knowledge of many markets, 
have the placing of the entire ap- 
propriation. (But some newspapers 
say space buyers have no author- 
ity). 

9. From the space buyer’s word 
there is no recourse, as the agency 
heads will not reverse the decision 
of space buyers. The reason usually 
given is that all the unselected 
papers across the country have 
arguments and therefore the agency 
would have to listen to too many 
arguments. 

10. Seldom is background, relia- 
bility, editorial, or news content of 
papers considered by agency space 
buyers. Instead, Standard Rate & 
Data and other statistics are relied 
upon, 


coe 
less. ). 


Figures Reign Supreme 


ll. Agencies place entirely too 
much value on total figures. Even 

simple analysis reveals an en- 
urely different situation than the 
total figures indicate. 

12. Local advertisers, with com- 
plete and thorough knowledge of 
the differences between newspapers, 
prepare different copy with differ- 
ent appeal for various newspapers, 
yet: advertising 
same 
select d. 

13. There is evidence of lack of 
ition between the client’s 
iepartment and the advertis- 
ing ncy’s space department. This 


agencies use the) 
national copy in every paper | 


| 


BAFFLING MYSTERY IS SOLVED 


This is a 
COLA 


beverages 
America every day. More than 200 
different brands of cola drinks are 


have never seen a cola aut, the ex- 
tract of which is a flavor-ingredi- 
eat of cola beverages. 

This nut, about the size and 
shape of a Brazil out, is so valu- 
able a commodity in the parts of 
Africa where it is grown that it 
is even used as a medium of ex- 
change. Aecording to Robert L: 
Ripley, thirty of them will buy « 
very handsome wife. 

The cultivation, and importa- 
tion of the extract of this out is, 
in itself, an important industry. 
But the manufacturing and bot- 
tling of cola beverages is a greater 
industry by far. 

When you choose a cola drink 
from the more than 200 brands 
on the market, you should let your 
taste decide. We were so sure that 
Royal Crown had a finer flavor 
that we tested it agaiast the lead- 


communities, we offer the hope 
that they soon can. 


ROYAL CROWN BOTTLING COMPANY OF CHICAGO 


3838 SOUTH MICHI 


GAN AVE., Boul. 7170 


Consumers who have wondered for yea 
familiar to them as the designation for 


rs about the origin of the term "cola," 
hundreds of soft drinks, have received 


some enlightenment by Royal Crown, through newspaper copy placed in the com- 
pany's marketing areas. 


14. Agencies frequently buy 
space based on merchandising co- 
operation — not because the mer- 
chandising cooperation would be 
beneficial, but in order that they 
may impress their client with the 
amount of extra work which they 
have been able to secure from 
newspapers. Agencies are now ask- 
ing for complete cooperation on 
one small ad, where previously co- 
operation was only expected on 
large schedules. 


Cooperation Tips Scales 


15. Placing business on the basis 
of publicity accompanying copy is 
just as prevalent today as ever; 
(remember, this is a newspaper 
man speaking); and although most 
agencies do not believe that they 
are guilty of this, nevertheless they 
are. 

16. Another mistake made by 
advertising agencies is the policy of 


not “quarreling with success’’—or, | 


as they so often put it—‘“let well 
enough alone.” This attitude un- 
questionably is costly to advertisers, 
because it stands in the way of 
media study that would frequently 
strengthen schedules. 

17. Often the largest and most 
reputable agencies give copy to 
papers—and only to those papers— 
that will violate good make-up 
rules to satisfy a whim for peculiar 
make-up desired by the agency. 

18. Agencies with background, 
experience and ability in media 
selection are turning more and 


| more to inexperienced dealers (who 


never advertise), and to gasoline 
station attendants, and other out- 
lets, for their choice of media; de- 
termining by questionnaire whether 


is t frequently indicated when| magazines, newspapers or _ radio 
the agency states—“the client has| should be used. 
40 distribution outside of metro- 19. Too often, total circulation 
olit city boundary lines” —| figures, rather than analyses of the 
Yhereas examination of the towns| kinds of readers, are accepted. 
and cities in the suburban area re- 20. Agencies often pay bills five 
fais an adequate and excellent | days after due date, yet take the 
4Ustribution through the central city _cash discount. 

alers and jobbers. “Now let me say in Bold Face 

a rr 


TO HELP YOUR DISTRIBUTORS IN 


THE SMALL TOWN MARKET 


_ pill. of ~ % 
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Roman Caps that none of these 
criticisms is true of the agency with 
which I am connected,” said Mr. 
Billingsley. “Il have the best assur- 
ance of that, because every publica- 
tion man I talked to made that 
point when he presented his criti- 
cisms. All wanted it understood 
that anything unfavorable applied 
to other agencies, not to us. But I 
do not offer that little detail as a 
matter of pride in our agency, nor 
as evidence of my credulity. I men- 
tion it because you will recognize 
in it the technique of wise publica- 
tion men—not the novices or the 
radicals of the business.” 

Speaking in a more serious vein, 
Mr. Billingsley said that thoughtful 
agencies are concerned about such 
criticisms, and in an attempt to cor- 
rect them are examining their own 
buying practices as well as publish- 
ers’ selling practices to see what 
real causes for criticism exist. 


Outlines Agency Problem 


“Of course,” he said, “the agen- 
cies are in a tough spot, by the very 
fact that we serve all media and 
also serve the advertiser. We have 
to make the selections or defend 
the selections. We have to give out 
the bad news—and try to make it 
palatable—along with the _ good. 
Naturally, we’re bound to disap- 
point a lot of people, regardless of 
our sincerity. 

“There aren’t enough hours in 
the day—or more accurately, the 15 
per cent is not sufficiently elastic— 
for agencies to take all the time and 
assemble all the competitive infor- 
mation that every publisher could 
ask us to consider. But there are 
two basic principles which we can 
clearly follow, and in most instances 
do follow. These principles, when 
exemplified in intelligent practice, 
should produce good media rela- 
tions between agencies and pub- 
lishers. 


Impartiality First Law 


“First principle: Agencies cannot 
afford to be prejudiced against any 
classes of media. It ought not to 
be necessary to elaborate on that, 
in view of the fact that most of the 
larger and more desirable accounts 
use many media. Agencies are se- 
lected for their skill in advertising, 
and for their integrity; 
they continue to hold accounts be- 
cause of these qualities, and not 
because of enthusiasm for any one 
class of medium as against others.” 

As a matter of fact, newspaper 
advertising costs the agency less to 
handle than does radio advertising, 


Mr. Billingsley said. The suspicion | 
| of agency prejudice exists among 
| higher-ups in the newspaper field | sons, to get the results they expect 
| 


certainly | 


| 

|rather than the men on the firing 
line, he added. 

| Agencies would like to give pub- 
|lishers and their representatives 
| complete information in advance of 
making lists, he went on, but in 
some instances have had such sor- 
rowful experiences that caution 
seems to be indicated. The agency 
mind is still open, however; if pub- 
lishers can convince the agency that 
|} such a policy is in the best inter- 
ests of the advertiser the change 
will be made. 

Mr. Billingsley enunciated his 
| second principle as follows: 

“The space department is really 
the media relations department of 
an agency, but many agencies have 
been tardy in acquiring that view- 
point. This explains why there is 
some foundation for some com- 
plaints against agency practices.” 


Media Department Duties 


“The space department should be 
armed with full authority, of 
course,” he continued. “It should 
be competently manned by men of 
experience and judicial minds. Pub- 
lishers’ representatives can’t be 
blamed for impatience about having 
to deal with clerks or mere buffers. 
The space department should 
handle its relations with publishers 
so that the publishers will feel that 
they get the fairest possible break. 
It should welcome every scrap of 
pertinent information. It should 
recognize that the existence of the 
agency in the advertising structure 
carries not merely the responsibility 
to serve the advertiser by buying 
| wisely for him; but also the respon- 
| sibility to serve the publisher by 
|selling his space to the advertiser 
|/on a thoroughly sound basis. 
| “When agencies think clearly in 
|terms of better relations with pub- 
| lishers, they’ll weigh more carefully 
some of the requests they make of 
you, about which you quite reason- 
ably complain. 

“One of the great taxes upon 
business today is the free right 
which everybody seems to feel to 
call on anyone else for information. 
College kids frequently write agen- 
cies for data for their classroom 
exercises, which, if the agencies 
took the time to compile, would 
cost quite a few dollars. The kids 
say their professors tell them to 
write the agencies for help. 


Calls for Information 


“With equal freedom agencies 
call on newspapers for information 
which you are not’ normally 
equipped to supply. Some of us are 
beginning to think of the injustices 
that arise from that tendency. I 
know one agency that insists that 
all letters of inquiry to publications 
and others be referred to a respon- 
sible executive before being mailed. 
That executive appraises the re- 
quest in light of its inherent justice 
and also of the impression it will 
make upon the man who receives 
the letter. That regulation has 
nipped a lot of unfair and down- 
right foolish requests in the bud.” 

Mr. Billingsley said that the trend 
in agency circles is to put better 
and more responsible men in space- 
buying positions. The Four A’s is 
emphasizing to its members the im- 
portance of sound media relations 
policies more than ever before. 

“You notice,’ he said, “that I 
have not presented a list of our 
gripes against you. It will not be 
safe for you to assume that there 
are none, but it seems to me that 
one sacrificial offering will be 
enough for today. Your turn is 
coming up. And if the advertiser 
finds occasion to list his gripes 
against both you and us—then in- 
deed we shall do well to soundproof 
the auditorium. 


Constant Study Necessary 


“Personally, I am convinced that 
the responsibilities involved in 
agency space buying are so impor- 
tant that only the most studious 
approach to media selections will 
serve to meet the many problems 
encountered. Space buying is going 
to be more carefully done, with all 
pertinent values considered and 
balanced—not alone because agen- 
cies will choose to take that atti- 
tude for policy reasons, but because 
|they must do so for industry rea- 


from the advertising they prepare. 

“Where I work, we make exten- 
sive and constant use of ABC re- 
ports, and they are indispensable 
to our media selection. In the more 
careful space buying procedures I 
speak of, the reports of the Audit 
Bureau are certain to be an aid of 
increasing helpfulness, serving both 
agencies and publishers more fully, 
and therefore giving greater effec- 
tiveness to the expenditures of ad- 
vertisers.”’ 


G-E Completes 
Appliance Set-Up 

Boyd W. Bullock, advertising 
manager of the General Electric 
Company’s new appliance and mer- 
chandise department at Bridgeport, 
Conn., has announced several ap- 
pointments completing the new 
setup. 

Donald A. Wood, who has been 
supervising head of advertising ser- 
vice, has been appointed advertising 
production manager. K. R. Davis, 
who has been handling space com- 
mitments for specialty appliance 
lines, has been named to supervise 
media relations. Edwin C. Sauter 
has been placed in charge of the art 
section, with J. D. Taplin as his 
assistant. Mr. Sauter has been in 
the G-E art department in Schenec- 
tady, and Mr. Taplin held a similar 
position at Nela Park, Cleveland. 


Ring to Ferry-Hanly 

Kenneth C. Ring has joined the 
Chicago office of Ferry-Hanly Com- 
pany as copy chief. He was for- 
merly with John H. Dunham Com- 
pany. 


Nequette in Beloit 

Allen C. Nequette has resigned 
as national advertising manager of 
The Madison Newspapers to join 
the Daily News, Beloit, Wis., as ad- 
vertising manager. 


Flex-O-Lace to Baskin 


Flex-O-Lace Company, Chicago, 
manufacturer of elastic shoe laces, 
has appointed Salem N. Baskin 
Company, Chicago, as its agency for 
a newspaper campaign. 


» 
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Inland Group and 
Agencies Consider 


Five-Point Program 


Rate Changes, Reader- 
ship Study Included in 
Joint Project 


Chicago, Oct. 18—While the 
agency-publisher committee of the 
Inland Daily Press Association, set 
up earlier this year for improved 
relations between the two groups, 
did not make formal presentation 
of suggested changes, it was learned 
today that five major points have 
been tentatively agreed upon. 

These points, according to F. 
Ward Just, business manager of the 
Waukegan News-Sun and Inland’s 
chairman of the committee, will be 
considered further at a meeting to 
be held within the next two months. 
Formal presentation of the ideas 
evolved will be made at the next 
Inland meeting in February. 

One of the points involves the 
matter of notice given agencies on 
rate changes. It has been suggested 
that a minimum of six months be 
required in contracts. 


Make Several Recommendations 


Agency representatives on the 
committee made _ several other 
recommendations; one being for 
more standardization in the delinea- 
tion of trading areas. The map 
plan, broached last year to the 
Audit Bureau of Circulations, was 
discussed but no definite decision 
was reached regarding this. 

The committee also expressed 
itself as favoring more newspaper 
reader surveys, cooperatively sup- 
ported by publishers. Agency men 
asked that effort be increased in 
supplying them more data on news- 
paper readership, buying habits and 
markets, as well as circulation fig- 
ures. 

The fifth point involved an agree- 
ment by both sections of the com- 
mittee upon the need for better de- 
fining in rate cards the difference 
between retail and local advertis- 
ing. The long-mooted point of rate 
differentials was discussed in con- 
nection with this but no comment 
was forthcoming. 


Stations Sponsor 
Contest for Ad Men 


Turning the tables on advertising 
men who frequently plan “name” 
contests for consumers, the Cowles 
Stations have announced a com- 
petition open to members of adver- 
tising agencies and_ sales and 
advertising departments of radio 
advertisers, seeking a name describ- 
ing the territory covered by the sta- 
tions’ primary listening area. A 
prize of $500 has been offered. 

The Cowles Stations consist of 
WMT, Cedar Rapids - Waterloo; 
KRNT, Des Moines; KSO, Des 
Moines; and WNAX, Yankton-Sioux 
City. The area involved in the 
competition includes Iowa, Minne- 
sota, North Dakota, South Dakota 
and parts of Illinois, Wisconsin, 


Montana, Wyoming, Nebraska and 
The 


Missouri. 
31, 1939. 


contest closes Dec. 


PHILADELPHIA 
social, commercial and amusement life 
centers around this famous hotel geo- 
graphically and traditionally. Its food is 
world-renowned, its service Is perfect 


— and rates cre reasonable. 


BELLEVUE-STRATFORD 


CLAUDE H. BENNETT, General Manager 


CHICAGOANS MEET 


John T. McCutcheon 


(left), Chicago 


Tribune cartoonist and quest of honor 


at an Inland Daily Press Association 
luncheon, shakes hands with S. E. Thom- 
ason, publisher of the Chicago Times. 


Thomason Gives His 
Views on ‘Fortune’ 
Survey of the Press 


Chicago, Oct. 18.—S. E. Thoma- 
son, publisher of the Chicago 
Times, today devoted his address 
before the Inland Daily Press As- 
sociation to an analysis of the recent 
Fortune “Survey of the Press.” 
During the course of his talk he 
challenged a number of the points 
made by the magazine. 

Admitting that today’s newspa- 
pers cannot be wholly free from 
faults, Mr. Thomason argued that 
Fortune’s term, “the press,” was all 
inclusive. Thus, he said, it included 
newspapers whose readers believed 
strongly in the reports given them, 
as well as other papers whose 
columns readers might peruse with 
some degree of doubt. 

Another point emphasized by Mr. 
Thomason was that Fortune’s find- 
ings were based on interviews with 
10,000 individuals and that this 
number might not have been large 
enough to give a satisfactory con- 
sensus. 


Takes Exception to Findings 


He also took some exception to 
Fortune’s findings which showed 
that nearly two-fifths of the people 
received most of their news from 
radio broadcasts. Mr. Thomason 
| pointed out that this segment may 
easily comprise the rural popula- 
tion that never was served by the 
daily paper. These people, he 
added, get most of their news from 
local weeklies. Mr. Thomason also 
reminded the Inlanders that much 
of the news dispensed by radio is 
obtained from facilities that have 
been established and maintained by 
newspapers. 

Fortune found 49.7 per cent of 
those it interviewed believe that the 
radio gave them news freer of 
prejudice, while only 17.1 per cent 
said the same thing of newspapers. 

“Here is a criticism,” said Mr. 
Thomason, “worthy of thoughtful 
consideration by every newspaper 
publisher with faith in his profes- 
sion. And here is where it doesn’t 


do for you and me to say smugly 
to ourselves that we are free from 
sin. None of us can lose by exam- 
ining his own newspaper in the 
light of this criticism.” 

The luncheon which followed 
Mr. Thomason’s address was cli- 
maxed with a special “salute” ac- 
corded John T. McCutcheon, famous 
cartoonist of the Chicago Tribune. 
Mr. McCutcheon presented his well 
known “Injun Summer” cartoon 
and talked of his early newspaper 
experiences. 


Enlarge Budget 

Wisconsin Indian Head Associa- 
‘tion is enlarging its 1940 promotion 
and advertising budget from $12,000 
in 1939 to $16,000 in 1940. News- 


used 


‘Chip Steak to Scheck 


Eastern Chip Steak Company, 
Newark, has appointed Scheck Ad- 
lvertising Agency, Newark, to 
handle its account. 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 


| papers, radio and booklets will be | 


‘Merit Food to Eastern 


Food Company, 


| 


Index of Retail Activity in 79 Important 
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Betemte, 'GB.. cvivccacee 12,682,964 12,205,018 13,767,222 +8.5 +12.8 384,888 399,392 +34 
Baltimore, Md. ....... 18,112,213 16,926,637 17,046,755 —i.9 +0.7 558,711 519,420 —T 
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——- a 
Reading, Pa. ...... 8,711,716 7,426,111 7,800,387 —10.5 +5.0 226,856 225,932 4 
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Rockford, Ill. ..... 6,563,984 6,105,750 6,252,750 ——4,8 9.4 149,128 164,738 +10 
Sacramento, Cal. 6,978,685 6,233,407 6,528,032 mitt +47 155,092 190.932 423.1 
o> a ; = ee 
San Antonio, Tex. 5,176,053 4,938,679 »,626,214 +8.7 +13.9 121,869 143,878 +15. 
San Diego, Cal. 11,268,426 9,987,986 10,113,929 —=10.3 +1.3 263,620 317,254 +20 
Seattle, Wash 8,208,360 7,603,999 8,922,032 + 8.7 +17.3 264,600 250,460 —i4 
7South Bend, Ind, 7,484,042 5,502,935 4,134,558 out § —24.9 138,153 113,202 —18 
‘Spokane, Wash , 6,176,450 5,717,810 5,199,600 15.8 — ) | 156,114 119,728 —3 
St. Louis, Mo. 15,290,625 13,778,270 14,037,470 —8.3 +19 382,095 400,615, =«-+* 
*St. Paul, Minn. 10,295,924 8,836,307 8,492,244 —17.5 —3.9 218,440 235,023 ti 
Tacoma, Wash, 9,001,310 4,691,344 4,946,208 a & | +5.4 107,240 125,132 +16 
Tampa, Fla 1,839,272 4,646,348 5,197,626 +7.4 +11.9 137,746 141,624 +2" 
Toronto, Ont., Can 15,428,017 13,515,486 2,567,740 —18.5 ==, 355.467 279,248 —?*) 
— —_ —— . aw 1 | 
Troy, N. Y 3,387,727 3,183,950 3,436,812 +1.4 +7.9 111,720 106,936 —4 
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Washington, ID. © 29,576,242 27,008,289 26,317,610 —11.0 —2.6 914,553 761,880 —!6 
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- — — —_—- — = ae 
Total 820,612,162 727,282,127 739,449,432 —10.2 +1.7 21,740,398 21,262,233 = —* 
1 Akron Times-Press discontinued Aug. 28, 1938. 
2 Linage of daily American, now combined with Record, eliminated from 1938 totals. 
3 Buffalo Times discontinued Aug. 1, 1939. 
4 Chicago Herald & Examiner discontinued Aug. 28, 1939 
5 Milwaukee News discontinued Jan. 14, 1939. 
6 Oklahoma News discontinued Feb. 24, 1939. 
7 News-Times discontinued Dec. 28, 1938 
8 Spokane Press discontinued March 18, 1939. 


Merit 


Hacken- 


sack, N. J., has named Eastern Ad- 


vertising Agency, 
handle its promotion. 
newspapers will be used. 


New York, to 


Metropolitan 


St. Paul Daily News discontinued April 30, 1938. 


Lott Joins Glasser 


D. Newton Lott has resigned as 
vice-president of the Clover Adea 
Service, Chicago, to join the Glasser 
Advertising Agency, Los Angeles, 
as account executive. 


Gets Indian Post : 
Tribal Indian Post, Albuquerd’ 
. M., has appointed Guenee 

Bradford & Co., Chicago, sil be 

its advertising. Magazines 

| used. 
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Curb Merchandising 
Service, Is Advice 
io Publishers 


(Continued from Page 1) 
in magazines last year declared: 

“Like most other advertisers we 
will take all we can get. On the 
other hand, it has never influenced 
me to buy an extra line of space 
in any book or newspaper. 

“In my opinion, merchandising 
service is not in any way a respon- 
sibility of the publisher. This plus 
service is frequently interpreted as 
4 weakness on the part of the 
magazine. It is my conviction that 
the publisher should put his money 
into getting out the best possible 
magazine, of delivering legitimate, 
worthwhile circulation to the ad- 
vertiser. It is the advertiser’s re- 
sponsibility to merchandise that 
advertising to the trade.” 


Service Costs Money 


From an advertising manager in 
the cosmetic field, representing a 
magazine budget close to $1,000,000, 
came the following observations: 

“Merchandising service costs 
money. If advertisers demand it, 
‘then advertisers will have to pay 
for it. The more there is of it, the 
higher rates are going to be. That 
s inescapable. 

“The advertiser should ask for 
such aid to no extent whatsoever. 
But if a publisher has such service 
available if he has already yielded 
to the yapping for something over 
nd above his chief mission, ob- 
viously, I cannot be conscientious 
jin my job if I do not demand for 
my company all there is to be had. 
Advertisers shouldn’t have asked 
for it in the first place, if that is 


ublishers’ mistake originally, then 
hey should not have offered it.” 
* A number of the advertising 


s it happened or, if it was the 


Managers stated unequivocably: “If 


he elimination of merchandising 
ervice would reduce charges to 
ny degree I’d be wholeheartedly 
1 favor of cutting it out.” 


Broader Activity Welcomed 


That the task of educating the 
public regarding the essential serv- 
ices rendered by advertising should 
be borne, in part at least, by pub- 
Ishers, was brought out by several 
of the advertising managers. Insti- 
tutional efforts of this nature which 
frew most applause were those 
sponsored by Crowell Publishing 
Aompany and Liberty. 

An advertising manager in the 
Boilet goods field declared: “At one 

me when practically only one 
hagazine was attempting service of 

is kind, I believe it actually did 

me good, but now when merchan- 

sing experts from various pub- 
cations are calling on chain or- 
nizations to somewhat the same 

“lent as publication representa- 
eves are calling on advertisers, I 
ubt very much whether there is 
tything to be gained in a broad 
ise. On a basic individual prob- 
m, where a manufacturer asks 
‘help, I believe a magazine can 
‘mish valuable information of 


‘enter of 


St. Louis 


‘ates from 
$3.00 


Restaurants 
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service. On the other hand, some 
of the efforts currently being made 
to present a more healthy picture 
of advertising and how it works, 
are really useful and of value both 
to publications and to advertisers.” 

From a cosmetics advertising di- 
rector came this statement: “Could 
I justify the magazine publisher 
doing anything more than printing 
the advertisement where it will be 
visible to his readers—good readers 
that have not been contaminated by 
premiums or other pressure meth- 
ods of obtaining circulation? Well, 
about the most I should approve at 
all would be the simple telling of 
the advertiser’s campaign to his 
important trade for whatever effect 
that may have in stimulating the 
trade’s interest and cooperation. 
That much I think I could ethically 
okay, but I still think the whole 
industry would be better off if it 
had never partaken of the for- 
bidden fruit at all.” 


Gives Opinion 


A proprietary products advertis- 
ing director asserted: “It should 
not be the responsibility of any me- 
dium to ‘sell’ for an advertiser. All 
we ask is a vehicle for advertising 
that is acceptable to the trade, with 
an intense interest among its read- 
ers and with a clean circulation, at 
a reasonable price. . . It becomes 
uneconomic for the publisher to 
grant requests that are designed to 
sell an advertiser’s goods. But who 
pays for it eventually? The pub- 
lisher is a manufacturer who must 
show a profit. So, eventually the 
rate goes up and the advertiser 
pays whether or not he wants mer- 
chandising service. I’d rather see 
the rates lowered so that I could 
use more space or the additional 
revenue to the publisher put into 
improvements in the magazine.” 

Taking up the challenge of the 
advertisers, the publishers seemed 
to follow two main lines of reason- 
ing: first, that some have already 
laid down strict policy rules either 
eliminating entirely or limiting 
merchandising activities to a nar- 
row sphere and second, that solu- 
tion of the demand for merchan- 
dising service would be desirable 
but the competitive situation makes 
this appear a development for the 
future. 


Can’t Get Something for Nothing 


One publisher who represented 
the first school asserted: 

“I firmly believe that nobody in 
this vale of tears ever gets any- 
thing for nothing. Obviously, the 
advertisers who ask for free mer- 
chandising service from publishers 
pay for this service in one way or 
another. Either the service is no 
good and the time spent trying to 
get it is wasted, or, if the service 
is really valuable, the publisher 
compensates for it sooner or later 
by adding something to his rate. 

“We have always felt that the 
merchandising of advertising is 
notably a function which should be 
performed by the advertiser him- 
self. It is a direct part of his sell- 
ing and he should have complete 
charge of the whole operation at 
all times. It is a basic part of our 
business policy to offer no merchan- 
dising services free, except the dis- 
pensing of information which we 
obtain through our research depart- 
ment. We do supply some mer- 
chandising services, such as counter 
cards and reprints, but we charge 
for them at cost plus a small per- 
centage for handling.” 


Publisher Cites Objective 


The advertising director of an- 
other famous publishing company 
outlined this organization’s business 
philosophy as follows: 

“It has always seemed to us that 
our function as publishers consisted 
solely of (1) delivering to our ad- 
vertisers, at the lowest possible 
rates, a circulation made up of 
families with genuine interest and 
confidencg in our publications and 
the means to buy the products 
offered them in our advertising 
pages; and (2) seeing, insofar as we 
could, that an advertiser’s distrib- 
uting organization, from salesmen 
to retailers, was familiar with the 


| characteristics of our publications, 


so that through proper merchandis- 
ing they could increase the effec- 


ss we 


STRONG BABY 


FLETCHER'S CASTORIA 


The sate laxative tor children 


BEES 


This strong and healthy baby is only 
part of a display now being used by 
Centaur Company. It was produced by 
Einson-Freeman Company, Long Island 


City, N. Y. 


tiveness of the advertiser’s space.” 

He went on to describe in detail 
the staff set up to perform these 
functions, pointing out, however, 
that no specific jobs can be under- 
taken for individual advertisers. He 
added that experts are made avail- 
able for special presentations de- 
signed to show the advertiser’s sales 
force how its advertising can be 
merchandised successfully. 

Turning to the second point of 
view advanced by _ publishers, 
an advertising director asserted: 
“There is no evil in the periodical 
publishing business, and I dare say 
this includes other media as well, 
as this surge of so-called ‘merchan- 
dising’ effort. It is very costly, it 
is in many cases poisonously com- 
petitive and with very few excep- 
tions totally ineffective for the ad- 
vertisers involved. 


How It Started 


“From my observation it seems 
to have started with weaker period- 
icals who felt it incumbent upon 
them to offer plus services such as 
reprints of advertisements, counter 
cards and other miscellaneous mat- 
ter. On it swept to embrace stronger 
publications, many of whom have 
concocted fairly respectable auxil- 
iary services—all of which, how- 
ever, suffer from costliness and 
none of which are as effective as 
those immediately controlled by the 
advertiser.” 

He wound up his indictment of 
the evil by declaring he “would like 
to see the whole business at the 
bottom of the sea, to allow us to 
concentrate on the perfection of 
superb advertising media at the 
lowest possible rates.” 

Still another publishing spokes- 
man pointed to the competitive pic- 
ture as the birthplace of many de- 
mands for merchandising service. 
“What we do we do because the 
advertiser tells us that our competi- 
tors are doing this or that and that 
we had better do something ‘or 
else.’”’ He expressed the belief that 
publishers should not be required 
to dabble in merchandising work 
and concluded by asserting: “In 
the interest of fairness to all adver- 
tisers, it would be better if all 
magazines abolished the service.” 


War Interrupts 


Linage Gains 
of Newspapers 


New York, Oct. 19.—Uncertainty 
engendered by the outbreak of hos- 
tilities in Europe resulted in an 
interruption of the record of linage 
increases rung up by newspapers in 
recent months and a slight decline 
was registered in September, Media 
Records, Inc., reports. Newspapers 
of 52 cities carried 81,052,687 lines 
of display in the past month, the 
tabulating organization indicated, 
for a loss of 1.7 per cent from the 
82,492,792 published in September, 
1938. 

For the first nine months of the 
year, however, these newspapers 
have a balance on the right side of 
the ledger. While slight in percent- 
age, 2.1, it amounts to 14,515,191 
lines of display. 

Automotive and financial were 
the only classifications which main- 
tained the upward spiral in Sep- 
tember. The former accounted for 
3,066,851 lines, compared with 
2,365,578 a year ago, for a gain of 
no less than 29.6 per cent. The 
financial increase was somewhat 
less spectacular, being 5.7 per cent, 
with 1,278,006 lines carried last 
month. 


Month Ends Strong 


The confusion in evidence among 
general advertisers as the second 
world war began was reflected in a 
linage loss of 5.3 per cent. This 
classification accounted for 15,045,- 
283 lines, and stepped up advertis- 
ing sharply toward the end of the 
month when it became apparent 
that a war boom of unknown pro- 
portions was in the making. 

Other September losses were 
small. Department store linage de- 
clined 1.7 per cent, with all retail 
advertising losing slightly more, 2.2 
per cent. Classified dropped 2.3 per 
cent. 

For the nine months of 1939, 
automotive again held the spotlight, 
with a gain of 18.9 per cent. Finan- 
cial also registered a healthy in- 
crease, 7.7 per cent. Retail showed 
a gain of 1.7 per cent, with depart- 
ment stores using 1.6 per cent more 
linage than for the comparable 
1938 period. General slumped 1.0 
per cent for the nine months, while 
classified lost 1.1 per cent. 


“Vision,” New Magazine, 
to Bow on Jan. 21 


Vision, new Sunday magazine 
published by Publication Corpora- 
tion, New York, will make its first 
appearance Jan. 21, 1940. It will 
be distributed with 46 newspapers. 

Rates are based on a guaranteed 
circulation of 2,000,000. The cost 
for a four-color gravure page has 
been set at $7,900, for a two-color 
gravure page at $7,400, and for a 
monotone gravure page at $6,500. 


Marco Plans Largest 
Drive for Dog Food 


Marco Animal Foods Company, 
Philade!phia, will use newspapers, 
radio, direct mail, window and store 
displays to promote Marco dog and 
cat foods. 

The campaign is the largest in 
its history, Joseph Julian, president, 
has announced. Philip Klein Agency 
is in charge. 


“Circle” Promotes Howe 


Arthur A. Howe, a member of 
the New York staff of Family 
Circle, has been promoted to the 
new post of Eastern advertising 
manager. The duties of this posi- 
tion were formerly handled by P. K. 
Leberman, advertising director. 
Henry Chamberlin, formerly East- 
ern advertising manager of Farm- 
er’s Wife, Philadelphia, has joined 
the New York staff. 


Joins Wire Broadcasting 


Major Frank Forbes-Leith has 
been appointed sales manager of 
Wire Broadcasting Corporation of 
America, New York, in the metro- 
politan area. He will also direct 
sales activities in Atlantic City. He 
was formerly sales manager of Ho- 
tel Berkley-Carteret, Asbury Park, 


N. J. 


Talented Canada 
Dry Experts Set 
for Another Year 


New York, Oct. 18.—Having 
achieved an enviable record since 
Canada Dry Ginger Ale, Inc., 


undertook sponsorship last year, 
“Information Please” will be re- 
newed for another year on its first 
birthday, Nov. 14. Heard on Tues- 
day from 8:30 to 9 p. m., it will 
continue to be aired over 58 sta- 
tions of the Blue network of the 
National Broadcasting Company. 
J. M. Mathes is the agency. 

Canada Dry and its agency have 
blasted several theories by their 
success with “Information Please.” 
Considered too “high brow” to at- 
tract a large audience, the “stump- 
the-experts” formula has _ been 
proved sound both as to entertain- 
ment value and as to its ability to 
move merchandise. The program is 
also unusual in that it has attained 
a high rating without the usual high 
talent cost. 


Show Has Nine Sponsors 


Another cooperative show will 
have its network premiere Oct. 22 
when nine advertisers will assume 
sponsorship of “Calling America” 
over 12 outlets of the Mutual 
Broadcasting System. Additional 
sponsors in other cities are expected 
to be added shortly. The show fea- 
tures the music of Erno Rapee and 
political comments of Drew Pear- 
son and Robert S. Allen, co-authors 
of “The Washington Merry-Go- 
Round.” The broadcast time is 6 to 
6:30 p. m. on Sunday. 


Pet Milk Renews 


Mary Lee Taylor, home econo- 
mist, will enter her seventh year 
as an air salesman for Pet Milk 
Sales Corporation on Oct. 31 when 
her program is renewed. Bob Trout, 
a recent addition to the show, will 
continue his five-minute news sum- 
maries. The program is heard on 
Tuesday and Thursday, from 11 to 
11:15 a. m., over 62 stations of the 
Columbia Broadcasting System. 
Gardner Advertising Company has 
the account. 


Quaker Oats in Test 


A new series, “We, the Wives,” 
will be tested by Quaker Oats Com- 
pany for Farina over four stations 
of a split NBC network. The quiz 
show will be broadcast on Sunday 
from 1 to 1:30 p. m. Benton & 
Bowles is the agency. 


Foster Names Dillingham 


Guy. C. Foster, Inc., New York, 
has appointed Dillingham, Liver- 
more & Durham, New York, to 
handle its account. The company 
manufactures tennis court equip- 
ment sold under the name En-Tout- 
Cas. National magazines and busi- 
ness papers will be used. 


— — — 


COLLINS. 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Launch Qualitative 
Study of Magazine 
Readership Factors 


(Continued from Page 1) 
tional Geographic, Parents’, Red- 
book, The Saturday Evening Post, 
Time, True Confessions, True Story, 
Woman’s Home Companion and 
Woman’s World. 

The section of the report devoted 
to “Why Women Read Magazines,” 
was written and explained by Mr. 
MacKay. Using the data secured in 
Mr. Robinson’s part of the study on 
“The Reading Interests of Women,” 
and what Mr. Coutant uncovered 
about the coverage and degree of 
interest which each magazine 
possesses, Mr. MacKay applied a 
qualitative yardstick for the selec- 
tion of media by “markets of inter- 
est.” 


Fiction Major Interest - 


It was reported, for example, that 
72 per cent of the women inter- 
viewed named fiction as a major 
reading interest. All 21 magazines 
were rated numerically against a 
base of 100 with regard to the de- 


gree to which they both reach and 
interest women with whom fiction 
is a major interest. On this basis, 
Good Housekeeping was first, 
closely followed by McCall’s, True 
Confessions, Cosmopolitan and True 
Story. 

Second most important reading 
interest was said to be food. In this 
classification, Good Housekeeping, 
McCall’s, American Home, Parents’, 
and Better Homes & Gardens were 
rated at the top in that order. In 
reader interest subject number 
three, style and beauty, the order 
was McCall’s, Good Housekeeping, 
True Confessions, Woman’s Home 
Companion and Cosmopolitan. 

Current events was called the 
fourth most important reading in- 
terest. Time and National Geo- 
graphic were well ahead in this 
group, followed by Good House- 
keeping, Better Homes & Gardens 
and Life. The fifth interest, home 
decoration, was paced by American 
Home, Better Homes & Gardens, 
Good Housekeeping, Parents’ and 
McCall’s. 

The sixth interest factor was pic- 
tures, interpreted as an interest in 
illustrations of stories rather than 
an interest in art. The picture 
magazines Look and Life ranked 
third and fourth behind True Con- 
fessions and True Story. 

Gardening, which was tied for 


seventh with social and economic 
subjects, is regarded as a major 
interest to prosperous women and 
those over 55 years of age. Better 
Homes & Gardens, American Home, 
Good Housekeeping, Woman’s World 
and National Geographic were rated 
in that order. Time and National 
Geographic enjoyed a wide lead 
with readers naming social and 
economic subjects as a major read- 
ing interest. 


Interest in Advertising 


Surprisingly enough, since the 
reading interest question was aimed 
solely at editorial content of the 
magazines, advertising was named 
the ninth most important reading 
interest. The entire field was closely 
bunched, led by American Home, 
Time, Good Housekeeping, McCall’s 
and National Geographic. The tenth 
major reading interest, home man- 


agement, found Parents’, Good 
Housekeeping, Better Homes & 
Gardens, American Home _ and 


Household ranked in that order. 
As indicated, 72 per cent of the 
women reported that fiction is their 
chief interest. The ranking for 
other subjects was as follows: Food, 
53 per cent; personal appearance, 
52 per cent; current events, 33 per 
cent; home decoration, 31 per cent; 
pictures, 28 per cent; gardening, 17 
per cent; social economics, 17 per 


Representatives of all states and provinces deposited soil at the root of a tree, planted on the 
University of Toronto campus as a memorial to Matthew O. Foley, founder of National Hospital Day. 


Late in September the 
the annual 


convention of the American Hospital 
Association and allied organizations at Toronto, 
Ont. ‘The meeting was, as usual, the high spot 
ot the year for progressive administrators of United 
States and Canadian hospitals. 
But this year it took on added meaning. For, 
breaking into convention routine, representatives of 
hospitals in every one of the 48 states, all of the 
Canadian provinces, and even from far away 


Hawaii, gathered on the campus of the University 


of Toronto to plant a tree 


hospital field gathered for 


a tree 


Tribute 


to a great man 
and a great editor 


cherish the memory of Matthew O. Foley, a great 
man and a great editor; a man whose lifetime of 
effort for the advancement of hospital service lives 
on, though he himself is dead. 


HOSPITAL MANAGEMENT is proud to have 


to grow and 


had such an editor as Matthew O. Foley—proud 
that his ideas and his inspiration went out to hos- 
pital administrators throughout the world through 
the medium of its pages. HOSPITAL MANAGE- 
MENT is proud, and grateful. 


make great papers. 


For great editors 


17 per cent; advertising, 16 per 
cent; home management, 15 per 
cent. 


The report emphasized that Mc- 
Call Corporation, beyond financing 
the study, remained aloof, and 
complete responsibility for the find- 
ings rest with the three research 
directors, who framed the questions 
and hired the help. Field investi- 
gation work was handled by C. E. 
Hooper, Inc., and field reports were 
tabulated by Forshew & Jacobus. 
The three research men received no 
compensation for their work. 


Why Interests Vary 


As interesting as the statistics 
themselves are the comments of the 
researchers. Mr. Robinson, who re- 
ported on “The Reading Interests 
of Women,” said that these interests 
vary according to the economic 
status of women, their age, their 
marital status, whether or not the 
women are gainfully employed out- 
side the home, their homemaking 
responsibilities or lack of such re- 
sponsibilities, and the type of dwell- 
ing in which they live. 

“This study points up the fact,” 
he commented, “that markets are 
people and that the interests of 
women change as their status 
changes. To know what the chief 
interests of women are and how 
they fluctuate is to know how they 
may be appealed to with your ad- 
vertising message. May it not be 


where advertisers try, without dis- 
crimination, to reach people with- 
out regard to their interests? 

“Buying advertising by ‘Markets 
of Interests’ presents a new oppor- 
tunity for greater effectiveness and 
economy in the use of the advertis- 
ing dollar.” 


Distribution by Incomes 


Mr. Coutant, in his report on 
“Who, Among Women, Read What 
Magazines?” explains the coverage 
of each of the 21 magazines by the 
various standards-of-living classes, 
and shows the division of distribu- 
tion by home-women and women 
gainfully employed outside the 
home. He reported that 10 per cent 
of all the copies of the 21 magazines 
were found in the “prosperous” 
homes, 28 per cent in “‘comfortable” 
homes, 37 per cent in the “getting 
by” homes and the remaining 25 
per cent in “poor” homes. 

“Prosperous” was defined as con- 
sisting of those who can enjoy any 
luxury available in their locality; 
“comfortable,” those who weigh 
the purchase of one luxury against 
another; “getting by,’ those who 
have the necessities of life and who 
can afford an occasional luxury; 
and “poor,” those who have bare 
necessities only, including reliefers. 

Mr. MacKay, reporting on “Why 
Women Read Magazines,” said that 
women read special magazines to 
get information about things in 
which they are specifically inter- 
ested. He reached this conclusion 
about the selection of media: 

“The question of economy cannot 
be decided solely by the overall 
cost of circulation. Basic appraisal 
needs to be given to editorial con- 
tent and the placement of advertis- 
ing in surroundings which are 
compatible.” 


Importance of Background 


Where interest already exists in 
a subject, attention is readily 
gained, he continued, and where 
that interest is lacking, attention is 
won with great difficulty. There- 
fore, effectiveness of advertising can 
be increased by selecting markets 
by interests. Those magazines 
which, in editorial content, appeal 
to the interests of certain types of 
women, should afford advertisers 
the opportunity to buy markets by 
interests for sharper aiming of their 
advertising. 


Mr. MacKay said that his findings 
|are based on the technigue of 
objective reporting. This technique 
involved three steps. First, the 
woman was asked to state her four 
| principal reading interests in maga- 
prog generally, without regard to 
any individual publication. Second, 
|the interviewer determined which 
magazines were in the woman’s 
| home. Third, the interviewer ascer- 
| tained the degree of the woman’s 


cent; politics and related subjects, | interest in each magazine found jy 


that high advertising costs exist | 


| fifth ranking reading interest of al 


| 
| 


~ 
ee 


her home, rated according to “kee, 
interest,” “mild interest,” or “no ip. 
terest.” 

Mr. Robinson reported that fic. 
tion is the leading reading interes, 
in magazines among all classifica. 
tions of women. While “fog 
recipes and menus” are the secon; 
leading reading interest for wome, 
collectively, this subject drops t 
third place for women in both the 
“prosperous” and “poor” economic 
levels, as well as for women unde; 
24 years of age, single women, wo. 
men gainfully employed outside the 
home, women with no homemaking 
responsibilities and women wh 
live in apartments. 

“Personal appearance” or style 
and beauty ranks just below “‘fooq’ 
and is the third major reading jp. 
terest of women in magazines 
However, “personal appearance” 
displaces “food” as the second rank. 
ing interest in the categories mep. 
tioned above. “Fiction,” “foog 
recipes and menus,” and “personaj 
appearance” are invariably the thre 
leading reading interests of wome, 
in magazines, according to al! the 
classifications embraced in _ the 
study, Mr. Robinson reported. 

Other findings are as follows: 

“Current events” rank fourth 
among the reading interests of a] 
women, but are displaced by “pic. 
tures” with women in the “poor 
homes. “Home decoration” outrank: 
“current events” with women jp 
the age group of 25 to 34 years, a 
is also the case with married wo. 
men and women living in rented 
homes. “Home decorations” is the 


women in magazines. The subjec 
rises above this ranking with wo. 
men in the age group of 25 to % 
years, with married women ané 
with women not gainfully employed 
“Home decoration” is tied for fifth 
place with women not gainfully 
employed outside the home an 
falls below fifth place with wome 
in the “poor” economic level, wit 
women over 55 years, with singki 
women and widows, with womell 
having no homemaking responsi- 
bilities, with women who live in 
apartments and with women whe 
live in rented homes. 


Ranking of Pictures 


Women’s interest in “pictures’h 
which referred to interest in pit 
tures as illustrations rather than # 
interest in art, is their sixth rank 
ing interest with certain excep 
tions. “Pictures” rank higher thant 
sixth place with “poor” women 
women under 24 years of age aye 
over 55 years of age, single womet 
widows, women with no homemak 
ing responsibilities, women living it 
apartments and women living 
rented homes. “Pictures” are teiy 
with “home decoration” in fift 
place with women who are gall 
fully employed outside the hom 
but rank in only eighth place w" 


women in the “prosperous” et 
nomic group. 
“Gardening” and “social, e&& 


nomic, political and related su 
jects” are tied for seventh # 
eighth place as major reading © 
terests of women in magazine 
“Gardening” occupies a higher ma 
with prosperous women and W® 
those over 55 years of age. It oct 
pies a rank lower than that # 
women as a whole with women? 
the “getting by” and “poor” & 
nomic groups, women under * 
years, single women, women #© 
fully employed, women with ® 
homemaking responsibilities ™ 
women living in apartment © 
rented homes. 


Photo Developing Expans 


Photo Developing, Inc., Cine 
nati, which does photo-finishing 
printing of films for The Kr 
Grocery & Baking Company ®° 
mail order basis, plans to , 
$100,000 addition to its plant a 
will purchase additional pho 
grahic equipment. 


FREE with your 
first Order 
Jar and Brush FREE with your first order 
S S Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75 
per gal. postpaid. For Friskets use $ $ Spe 

cial Frisket Cement, $3.50 per o# 


$s RUBBER CEMENT CO. 


1438 Wo Halsted St. CHICAGO, 1h 
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PHOTOGRAPHIC REVIEW a 
OF THE WEEK ne 


to be 
RECEIVE AWARDS FOR NEWSPAPER EXHIBITS NEW SPELLING bored ! 


3 a : 
‘ - S S. SN» 
a a <= ’ 


NOW! ALL-YEAR CLUB “PERSONALIZED” VACATION 
GUARANTEES MORE FUN IN 


— Seutthern California 


TRAVEL 1S FASTER COSTS LOWER ~ | 


/NAEA exhibit winners were: William Ellyson, Richmond News-Leader; Roger 
Reynolds, Indianapolis News; R. H. Stine, Wausau Record; G. A. Yancey, Owens- 
boro Inquirer-Messenger; F. E. Katterjohn, Cedar Rapids Gazette. 


PICTORIAL LAYOUT FOR STEINWAY 


New 


fh takes « kt of cremge kee & for your money And thet etre 
protect your fensily’s health w ' 
fall and wintertime—so fs mighty extra minerals acedted for malty 
huctry thet Floride oranges arc back Be gtk for those jutee invaded 
ot your marieet Florida sow, They're ewer 


Ya 
jules eens extra Vitentine and 


AU-TEAR CLUB OF SOUTHERN CALIFORNIA 
t 
squecae will make you gla’ they're 


mort room for jules imaide. They're beck again! 


vane ome Covron tooar ae 
the cranges witch give peare EHO ins cess wee Kemer 5 s 
FLORIDA ORANTJES 
uicier + 
Florida Citrus Commission hails the new The All Year Club of Southern California has launched its winter tourist cam- 
orange crop. (Story on Page 6.) paign with this magazine copy. (Story on Page 22.) 
ADVERTISERS AT ABC MEETING 
Fie on. sg de fe ees wee 
At the advertisers’ division of the Audit Bureau of Circulations are (left to right), first row: William A. Hart, E. |. duPont ; i 
. de Nemours; H. H. Rimmer, Canadian General Electric Company: John H. Platt, Kraft-Phenix Cheese Company; P. L. 
: Thomson, Western Electric. Second row: M. J. Swan, International Harvester; Vernon D, Beatty, Swift & Co.; Allen T. 
In Preyer, Vick Chemical Company. Third row: C. C. Fancher,A. C. Nielsen Company; Stanley Baldwin, Willard Storage 
on Steinway turns to a less formal copy technique. (Story on Page 2.) Battery Company. Back row: R. S. Butler, General Foods, and F. R. Davis, General Electric Company. 
witht 
- THE OLD GENT'S HARD AT WORK FOR THE SEASON AHEAD 
ect : A Jee as og 
sulr 


ee oa 
fe) (SE BE OS 
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SIMPLE QUESTION, SIMPLE ANSWER 


MJB Company, San Francisco, dramatizes its coffee sales story on posters 
Continental Lithograph Corporation produced the poster. 


POSES FOR HIS FATHER 


“A REGULAR MEAI FOR REGULAR FELLERS’ 


Howard Johnson's boy poses on this 24-sheet poster, providing a strong appeal 
for his father's products. The poster was lithographed by Forbes. 


™e in the Pohimen Studios, Milwaukee, as St. Nick gets ready to do some chores in Hartman Trunk Company's holiday 
advertising. E. Tetzlaff is the illustrator. 
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